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Rough Proof 


The Pontiac promotion program | 
is intended “to insure a minimum | J? WONDERING ABOU 
used car selling loss as a result of NOW 10 ENJOY 
consistent used car turnover.” But | 
suppose some dealers want to be} 


| , , 
inconsistent and make a_ little | ‘oat NEW Treasury Not Support- Basic Exemption of 
— eo Fa pslalot | ing Measure, Advertis- SUSY SOAP MAKER $100,000 Is Allowed in 

ing Age Learns Surprise Measure 


At last bald-headed men are get- 
ting a break. A Milwaukee barber, 
compelled by law to charge 50 
cents a trim, has offered all comers 
a 25-cent allowance for the hair he 
cuts. 


ACCEPT Luxor Hand Cream 


(209 SIZE) 


WITH LARGE SIZE BOX 
OF PERK GRANULATED SOAP! 


Get This Exciting Beauty Value From Your Dealer Today! 


New York, Dec. 12.—Although 
there appears to be only the slim- 
mest possibility that Congressman 
Jerry Voorhis’ advertising tax bill 
|will be given consideration at the 
| present session of Congress, adver- | 
|tising circles here look upon the 


Washington, D. C., Dec. 11. —A 
stunning blow to advertising was 
dealt in the House of Representa- 
tives Monday when Congressman 
Voorhis, of California, introduced a 
bill providing that all advertising 


TEST PERK 
YOURSELF! 


> >. o 


McCreery’s has researched Santa 


|proposal as an unwelcome symbol expense of any taxpayer above 
Claus and finds he arrived, com- for the future and as a serious | $100,000 shall be taxed as net in- 
plete with reindeer, in 1837. Now problem that may have to be faced } | come under the income tax and 
maybe somebody can determine a ‘during the new legislative session ;} excess profits tax laws of the 
when he adopted the Salvation wes ? “a Ae arte United States. The bill, if enacted 

p What Is FM? at its Best |that opens in January. 
Army kettle. | aramid In discussing the situation with into law, would relegate to the 

we bane 7.0. . w* . icy 
" %.s : | ADVERTISING AGE today, advertising ne the oe pone Pa 
7 a , —o. i EES SE aT MA otis 1e reasury epartment under 
Crosley says, if you can believe | j}and agency ¢ xecutives dwelled on Makers of granulated soap products | which advertising has been classi 
ADVERTISING AGE, that if distribu- | two main points: first, the fact that were busy giving premiums away on all | - Sigs lesiti _anegy parse 
tors prefer outdoor advertising, | Se | Congressman Voorhis is one of the| fronts last week. This Armour offer ran yen! as a jegstimate and essential 
“that media” will be used. You| [-+—nasmmunvworwitaunesseamnes—) |More ardent administration boost- | in Rockford, Ill. Two similar offers by wv a er just exactly as 
mean they can buy both posters|  [gise:/=cih* [oS |-See.|0 | ers and that the bill may be an| other companies are illustrated on salesmen’s salaries = = other 
and bulletins? eat Se SS [eis =-==:| | expression of the viewpoint of offi- Page 2. operating expense. rhe a 
'.% ® [He Se eee. | cial Washington; and second, that | — referred to the Committee on 
mewn (Continued on Page 48) * . Ways and Means. 
Apparently it was too optimistic | Five-column copy for FM receiver which | Exclusive Dail The bill is much more dangerous 
to hope that by this time advertis- ran in Albany, N. Y., last week. | 


ing men had managed to complete 
their first-year Latin course and 
discovered that it’s a very singular 
medium. which can be described as 
media, 


First FM Sponsor 


~ = 


Couporetd “mail-order copy may 
be expected to produce from one 


s a 
Signed; 25 Permits 
five replies per oe of cv Already Granted 


a number from one to ten, but be | 


glad to settle for the average. FM Ready to Enter Lists 


as Newest Promotion 

Mr. Schwab says mail-order ad- ° 
vertisers live in constant fear that Medium 

a big news story will break on the 

day their advertising appears. At By A. P. MILLS 


present, then, they must be prac-| New York, Dec. 12—Don't look | 
tically terror-stricken. 


. @V FF 


| now, but that’s a new advertising | 

vw? |}medium around the corner of New | 

You'll notice that all those ads | Year's Day. Almost unnoticed, 

featuring bowling as background | {reauency modulation broadcasting 

or wpeeest eon <- attuned ro has arrived on the threshhold of 

i . pe : ee: its commercial debut, scheduled 

men. Figure control advertisers 
know a real competitor when they hee? Jan. 1, 196i. ' 

That commercial FM is almost 


i se¢ here was proved this week when 

Longines-Wittnauer Watch Com- 
|pany became the first FM sponsor 
by signing a one-year contract with 
Station WOR for evening time sig- 
nals over Station W2XOR, begin- 
ning Jan. 1, 1941. 

Although less than six months 
have transpired since the Federal 
Communications Commission gave 
FM the green light in preference to 
television, considerable progress has 
been made and more is promised in 
the next few weeks. 


Gladys the beautiful receptionist 
says she sees Mr. Nielsen is going 
to have his men make boudoir and 
bathroom surveys for his radio in- 
dex, and she hopes he uses some of 
those good-looking college boys. 


7. | ¥ 


Girl scouts are planning to find 
out about makers and sellers of 
goods, “where they live and why.” 
They can get answers to the first 


a “i a lot easier than to the 8 Sets Gace 
ee 2 The FCC has granted 25 con- 
A publisher who has gone to struction permits for commercial 
Goldsmith for his promotion slogan FM outlets since Nov. 6. Some 50 
has neatly paraphrased it to read, other applications are awaiting FCC 
“And those who come to test re-|attention, and it is expected that 
Main to advertise.” |10 or 15 will be granted before the 


(Continued on Page 46) 
yw, 
Money may make the mare go, DIRECTORY OF FEATURES 

bu! increased production activity in Ad-libbin 12 
the Detroit automotive area has re- Basic ow Sem laden 48 
Sul'ed in Heinz establishing head- | Business Digest 22 | 
qQuirters for a new sales region | Canadian Magazine Linage 18 | 
there Chain Store Sales . 40 
,vyY Editorials . 12 
: Wasn't it William Congreve who Ang: coo al 4 
insisted that music hath charms to | Information for Advertisers 12 | 
Soo'he the savage breast? But then | Maqarine Linage ... 34 
Congreve never knew anything | Obituaries . ; . 47) 
about either ASCAP or BMI. Photographic Review | 
Rough Proofs 1 | 
Copy Cus. Voice of the Advertiser 16| 


jsors nine network 


Palmolive Soap | 


Account Goes to Ad Contract Held 
Ward Wheelock Violation of Law 


New York, Dec. 12.—Compieting 
Chattanooga, Dec. 12. — Culmi- 


the re-alignment of its agency set- 
up instituted by Colgate-Palmolive- 

Peet Company early this fall, the| nating the first trial of its kind in 
Palmolive soap account was placed! publishing history, a jury in United 
with Ward Wheelock Company here | States district court here yesterday 


today. Other agencies sharing the| convicted the Chattanooga News- 
Colgate business are Sherman & | Free Press, Roy McDonald, presi- 
Marquette and Ted Bates, Inc. dent, and Everett Allen, treasurer, 


Palmolive advertising will be di-|0f conspiracy to violate the Sher- 


because of its long-range implica- 
tions than because of any immedi- 
\ate possibility of its passage. Since 
the third and final session of the 
76th Congress ends automatically 
with the end of the year, the possi- 
bility that the bill will come out of 
committee, to say nothing of pass- 
ing the House, is so negligiblt as 
not to deserve consideration. 

With the automatic death of the 
76th Congress all pending legisla- 
tion will also automatically die, and 
must be re-introduced at the next 
|session before it can be considered. 
Congressman Voorhis was 
elected in November. 


re- 


Introduced “by Request” 


rected at Wheelock by Carroll|man anti-trust act by writing | 
Rheinstrom, vice-president. Bates|contracts that tied up local adver- 
handles promotion of Palmolive) tisers to the exclusive use of the 


shave creams, Colgate dental cream,| newspaper in the afternoon field. 
Octagon soap products and Klek Motions for a new trial were 
package soap. Sherman & Marquette | immediately entered by the de- 
accounts are Cashmere Bouquet} fendants and denied. However, in 
soaps and _ toiletries, Super-Suds,| place of the possible maximums of 
Halo shampoo and Colgate dental $5,000 in fines and one year im- 
powder and shave cream. prisonment, the paper and its two 
Colgate ranked eighth among all) officers were fined $1 each, the 
national advertisers last year, with| judge asserting that there had been 
expenditures for radio time and) only a technical violation, without 
newspaper, magazine and farm pa-| moral guilt. No one was hurt by 
per space of over $6,000,000. In ad-| the contracts, the jurist said, giving 
dition to heavy newspaper and) it as his opinion that the demise of 
magazine schedules, Colgate spon-| competing papers was due to lack 
radio programs. (Continued on Page 49) 


Last Minute News Flashes 
Buffalo Gets First Advertising of Beech-Nut Cigaret 


New York, Dec. 13.—P. Lorillard Company will launch first adver- 
tising for its new king-size Beech-Nut cigaret in Buffalo next week, it 
was learned here today. A daily, 10-minute radio program over Station 
WBEN will be used, with newspaper insertions expected to follow. 


Golden, Willys-Overland Sales Chief, Resigns 

Toledo. Dec. 13.—M. J. Golden has resigned as general sales man- 
ager of Willys-Overland Motors, Inc., President Joseph W. Frazier 
announced today. Mr. Golden, with Mr. Frazier, came to Willys-Over- 
land two years ago from Chrysler Corporation. 


Navigation Company Appoints Wolfe & Associates 
Detroit, Dec. 13.—E. F. Simmons, general passenger agent, Detroit 
& Cleveland Navigation Company, today announced appointment of 


| Ralph S. Wolfe & Associates, Detroit, as advertising counsel 


Columbia Drops Baseball on M&O Stations 


New York, Dec. 13.—As the result of pressure to accord facilities 
to local advertisers, Columbia Broadcasting System will abandon base- 
ball broadcasting in 1941 on all managed and owned stations. The 
change was made a year ago on WCCO, Minneapolis, where the games 
were previously sponsored by General Mills. The decision affects WBBM, 


| Chicago, WJSV, Washington, and WBT, Charlotte, where General Mills 


was the 1940 sponsor; KMOX, St. Louis, where General Mills and 
Socony-Vacuum divided the sponsorship; and WABC, New York, where 
Camel cigarets broadcast the games. 


Congressman Voorhis reported 
ithat his bill, whose short title is, 
i\“The Advertising Tax Act,” was 
introduced “by request.” Queried 
today by Apvertisinc AcE, he re- 
|vealed that “by request” meant at 
|the request of “a Mr. Bell, Minne- 


japolis attorney interested in tax 
| matters.” 
Congressman Voorhis said that 


|his “only purpose in introducing 
|the bill was to cause discussion. 
The bill as it now stands is not in 
|proper form, and changes may 
have to be made.” He may rein- 
troduce the bill at the next session, 
| but cannot say so definitely, he told 
ADVERTISING AGE. 

“The defense program 
and additional taxes will have to 
be raised somehow,” he _ said. 
|“Leaks in the tax structure must 
be plugged, and some action should 


is costly 


be taken along this line. But I 
desire to be fair and not injure 
those to whom the tax would be 


applied.” 

The blanket exemption of $100,- 
|}000 in the bill is made for the pur- 
pose of “exempting small and mod- 
erate size businesses,” he added. 


Special Attention for Outdoor 


While H. R. 10,720, as the Voorhis 

bill is numbered, applies to all 
forms of advertising, it follows the 
philosophy of many of the country’s 
garden clubs by singling out out- 
door advertising for special atten- 
tion. It levies an excise tax of $1 
on every poster structure in the 
country, this duty to be borne by 
the advertiser. 
Section 2 of the new bill is 
couched in language so intemperate 
\that it recalls the era of the “eco- 
jnomic royalists.” 

“Congress hereby finds that some 
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taxpayers are and for many years 
have been avoiding income taxes 
by making extravagant investments 
in good-will advertising; that the 
graduated levies of the new defense 
taxes will be largely nullified if 
unlimited deductions for advertis- 
ing expense are permitted in com- 
puting taxable net income; that 
much of the advertising sponsored 
by liquor, tobacco and _ luxury 
trades is an economic waste not 
permitted in other countries; and 
that advertising on the public high- 
ways is a partial use of the public 
domain and advertisers are fairly 
chargeable therefor.” 


Text of Bill 


The complete text of the Voorhis 
bill, as introduced in the House of 
Representatives, follows: 

A Bill to provide funds for the 
national defense; to prevent avoid- 
ance of taxes by unlimited invest- 
ment in advertising; to control 
uneconomic advertising expense 
engaged in by the liquor, tobacco, 
and luxury trades; to discourage 
advertising on the public highways 
and to derive revenue therefrom; 
and for other purposes. 

Be it enacted by the Senate and 
House of Representatives of the 
United States of America in Con- 


gress assembled, 
SHORT TITLE 
SEcTION 1. This Act may be 
cited as the “Advertising Tax Act.” 
FINDINGS AND DECLARATION OF 
POLICY 


Sec. 2. (a) Congress hereby 
finds (1) that some taxpayers are 
and for many years have been 


avoiding income taxes by making 
extravagant investments in good- 
will advertising; (2) that the grad- 
uated levies of the new defense 
taxes will be largely nullified if 
unlimited deductions for advertis- 
ing expense are permitted in com- 
puting taxable net income; (3) that 
much of the advertising sponsored 
by the liquor, tobacco, and luxury 
trades is an economic waste not 
permitted in other countries; and 
(4) that advertising on the public 
highways is a partial use of the 
public domain and advertisers are 
fairly chargeable therefor. 

(b) It is hereby declared to be 
the policy of this Act that the con- 
ditions hereinbefore’ referred to 
shall be corrected. 

DEFINITIONS 


Sec. 3. When used in this Act— 
(a) “Advertising” means and 
shall include all expense incurred 


which publicizes within the boun- 
daries of the United States a busi- 


ness or its products and is for the | enterprise. It shall include all radio 
purpose of promoting the business | programs, publications, posters and |tionery and expense. 
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Perk (shown on Page |), Spark and Dash 
were all busy chasing customers with 
strikingly similar premium offers in news- 
papers last week. The copy for Spark, 
a product of Haskins Bros. & Co., 
Omaha, ran in Des Moines, while P & G's 
Dash was making its scissors offer in 
Riverside, Cal. 


only Z5¢ 


++ AND ONE DASH BOX TOP (errHer size) 


for these Valuable 
Eversharp Magnetized Scissors 


This amazing offer made solely to 
get you to try Dash—the washday soap 
that’s Fast, Thorough and Safe! 
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THE PACIFIC NORTHWEST 


where EVERYBODY listens — 
and EVERYBODY BUYS! 


Impartial surveys have repeatedly proved that in the Pacific North- 


west, people own more radios and listen to them longer each day than 


in other comparable sections of the country. 


Official U.S. census figures, just issued, again emphasize the increas- 


ing importance of the Pacific Northwest as a market. Since 1930 the 


Pacific Coast has made the nation’s greatest gain in population. 


Oregon's own gain of 14.2°¢ in population is exceeded by only six 


states. 


Most recent U. S. Department of Commerce figures show that per 


capita income in the Pacific Northwest is well above the national 


average. 


In this great Oregon 
adequately by KGW 


. and they buy more. 


and Southwestern Washington area, served so 


and KEX, they listen more . 


.. they carn more 


That's a combination to keep in mind for 


|notices except items of office sta- | 


It shall also 
include all legislative and lobbying 
expense and all attorney’s fees 
‘directed toward the influencing of 
| legislation. 

| (b) “Taxpayer” means and shall 
include any _ person, 
‘trust, estate, corporation or organi- 
zation who files a return under the 
j}income-tax or  excess-profits-tax 
laws of the United States. 

(c) “Billboard’”’ means and shall 
| include all billboards, signs, post- 
jers or posted advertisements front- 
ling on and visible from a_ public 
highway. Each variation or change 
jin subject matter shall constitute a 
different billing or billboard. “Bill- 
board” within the meaning of this 
/Act shall not include signs or 
posters which advertise a business 
|conducted or a product sold on the 
|/premises and such signs or posters 
shall be exempt from the special 
license fee or tax imposed by sec- 
ition 4 of this Act. 

(d) “License” means a_ suitable 
tag or label to be devised by the 
| Commissioner and appended by the 
taxpayer to the lower left 


’ 


of each billboard to indicate pay- 
ment of the tax. 
(e) The “Secretary” means the | 


Secretary of the Treasury of the 
United States. 
(f) The “Commissioner” means 


the Commissioner of Internal Reve- 
nue of the United States. 

(g) The “United States,” when 
used in a geographical sense, means 
}and includes the several States, the 
District of Columbia, the Terri- 
tories and all possessions, 

Excise, TAX, OR Duty 

Sec. 4. (a) There is hereby 
levied an excise, tax, or duty of 
$1 for each calendar year or part 
thereof on each billboard in the 
United States. 

(b) Failure to pay the said ex- 
cise, tax, or duty and affix a license 
to a billboard within ten days fol- 
lowing the erection thereof shall 
subject both the advertiser and the 
erector to a fine of $100 for each 
such offense and the billboard shall 
be subject to destruction or sale at 
the discretion of the Commissioner. 

(c) The revenue raised under 
this section shall be paid into the 


individual, | 


| ganizing his own 


corner | 


| high 


special fund established by title III 
of the Revenue Act of 1940 for the 
national defense. 

DEDUCTIONS FOR ADVERTISING 

Sec. 5. (a) All advertising ex- 
pense of any taxpayer shall be 
taxed as net income under the in- 
come-tax and excess - profits - tax 
laws of the United States (titles | 
and II of the Revenue Acts of 
1940). No deduction of advertising 
expense from gross income shall be 
allowed in computing taxable net 
income thereunder. 

(b) A basic exemption of $100,- 
000 a year shall be permitted eac! 
business. If two or more taxpayer: 
constitute the ownership of a sin- 
gle business, they shall be entitled 
to only a single exemption to be 
shared between them. What con- 
stitutes a single business shall be 
governed by regulations to be 
issued by the Commissioner. 

(c) The Secretary, the Commis- 
sioner and taxpayers shall have the 
same rights and duties hereunder 
as they have in regard to the in- 


come-tax law. 


CONFLICTING LAWS 


Sec. 6. All Federal Acts or 


|parts of Acts in conflict with any 
|of the terms of this Act are hereby 
|expressly repealed to the extent of 


such conflict. 
DATE 
Sec. 7. This Act shall take effect 
upon its enactment, 


Chapelle Organization 
Takes Larger Quarters 


C. C. Chapelle, 
search and 
zation, has 
Michigan 
to larger quar- 
ters at 540 N. 
Michigan ave- 
nue, Chicago. 

Prior to 


commercial re- 
merchandising organi- 
moved from 360 N 
avenue 


or- 


business several 
months ago, Mr. 
Chapelle was 
vice-president in 
charge’ of re- 
search and mer- 
chandising for 
H. W. Kastor & 
Sons Advertising 
Company, and 
previously was director of research 
for Blackett-Sample-Hummert, Inc. 


Nippon Dempo Agency 

to Mark 40th Birthday 
Several hundred advertising and 

newspaper men of Japan as well as 

government officials will be 


C. C. Chapelle 


|guests of Hoshio Mitsunaga, foun- 


der and president of the Nippon 
Dempo Advertising Agency, Tokyo, 
at the Imperial Hotel, Tokyo, late 
in December, 


when the agency will 
|celebrate its 40th birthday. Forty- 
six advertising men, who have 


worked for the agency for the past 


40 years, will be given rewards. 


Mr. Mitsunaga, who is 73 years 
old, is known as “advertising king” 
in the Far East. He is still active 


head of his agency as well as presi- 
dent of the Japan Press Association 
He is the first advertising man in 
Japan to be nominated by the Em- 
peror as a member of the House 
of Peers. 


Sweet to Dickie-Raymond 

John H. Sweet, vice-president ot 
Poor’s Publishing Company, New 
York, since 1937, has resigned 
become vice-president of Dickie- 
Raymond, Boston. 


Margolis Joins “News” 
David Margolis, formerly w 
the New York Mirror, has been 
appointed resort and travel repre- 
sentative of the Bronx Home News 


+} 


= your 1941 advertising budget! 


620 Ke NBC RED ©1160 KG eevutrs NBG BLUE 


EDWARD PETRY & COMPANY, INC. 
WEW YORK * CHICAGO + DETROIT + ST. LOUIS + SAN FRANCISCO + LOS ANGELES 


RADIO STATIONS OF THE 


PORTLAND * OREGON 


5000 WATTS DAYS 
1000 WATTS NITES 


5000 WATTS 
CONTINUOUS 
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GEORGE WASHINGTON § 
MADE SURVEYS FIRST! . 


The Father of His Country was a surveyor before he HERE ARE THE ANSWERS: 


In one of America’s biggest cities, a continuing sur 


became President ... and the Founders of Shopping vey of 8,000 families is conducted monthly, year in 
and year out (a different 8,000 each month, all per- 

Pe : ie . ca sonally interviewed ), to furnish the merchants with a 
New Spapers were surveyors before they became pub- systematic cardiograph of the heartbeat of the Shop- 


, . b . ping Newspaper audience, and here is the result: 
li *ee y J < . . 9 . 

shers they made surveys first, to establish their ey ee ee ee 
; . : , . of the families to whom it is delivered. 
circulation aims, instead of making surveys later to | 
In another city, 100,000 cards were sent to the read- 

° ee i en — ers of one Shopping Newspaper asking them to fill 

support circulation claims ‘ee they completed the in name and address and return card Il they desired 
; to continue receiving the Shopping Newspaper. 
search before they took title to the property! . . 


9O),000 cards were returned! 


Shopping Newspaper circulation is not a nebula, but A New York advertising agency, skeptical, as it has 
a right to be, but open-minded, as it ought to be, sur- 
veved another city for reading regularity, with this 


a formula... not a weed run wild, but the harvest of 


result : 

It fo da Shopping Newspaper readershi ‘92.4%, 
a seed sown row by row!...and by that we mean, ee eee ea ee ae ee 

A nationally known and accepted survey organization 
home by home and income by income! — Controlled personally interviewed 5°, of all tamilies in one ot 


America’s largest cities, and we will quote the exact 
words in the summing up: 


Circulation in the selection of each family and Con- | a 
“More women referred to the Shopping Newspaper 
for their advertising information than to ALL other 
media combined.” 


trolled Delivery into the bosom of the family .. . 


which certainly disposes of the first question in all sur- A School of Business /\dministration surveyed the 


dealers of Kleven Shopping Newspaper cities, on this 
question: “Tlow do you regard the Shopping News 


veys: Do They Receive It? eee and the answer iS: paper in relation to other mediums you have used?” 


| , ln overwhe nr ajority of dealers rater oe She 
' 6,706,404 times YES 1! Ml rehelmimg majority of dealers rated the Shop 


ping Newspaper as bringing the biggest results, re 


. yardless of cost, and involving the lowest cost, re 
l gardless of results. 
; But how about the second question: One of the world’s greatest grocery chains surveyed 


. . an important city, seeking an answer to this question: 
Do They Read Tt? “Where do you read your food advertising?” ; and 


here’s the answer: 


: And how about the third question: 79% of all the housewives said: “The Shopping 


Newspaper.” 
Do They Respond? 


Survey after Survey after Survey leaves only this 4 
conclusion: Shopping Newspapers are first in Read ; 
f — ——~ ership, First in Response, and First in the Hearts of .7 
m the Housewives! ... and plenty of other surveys are * 
a ee ° °f . . . ayo 
<* ~~ " available, if you are interested, as we think you will ve 
Ay , een) oe be... we'll bring them or send them, whichever you 
/ ° x ” . , prefer... but let’s do one or the other NOW! 
e e “ ’ é 7 
! : ee. ° 7 
n - a ‘ s ao tn Shopping Vetuspa pers can be hought ala carte... 
. e ‘ 
” e oe * *. os a ; x P - 
‘ , ° , g@ 7 oie . fe e geal Singly -— tar Sectironally . 2. Nationally _ 
= . e e* a : , ; ; ; "ie 
* ° ie he aa * Group and Continuity Discounts, of course. 
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i ° :" JAMES A. COVENEY CO. 
J 2 a’ 444 Mapison Avenue, N.Y. 
- 39 Soutu STATE STREET, CHICAGO 


225 Soutru 15rTu STREET, PHILADELPHIA 


Copyrighted by James A. Coveney Co. 
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Radio Music Pot 
Boils Furiously, 
But Action Lags 


Group of Orchestra 
Leaders Calls NAB 


Stand ''Uncooperative" 


New York, Dec. 12.—Unless un- 
foreseen events occur within the 
next 11 days, the climax of the ra- 
dio music battle will take place one 
week earlier than expected, it was 
disclosed today, when advertisers 
and agencies throughout the coun- 
try were advised by Niles Tram- 
mell, president of the National 
Broadcasting Company, that begin- 


ning Dec. 23 all ASCAP music will | 


other tense week in the controversy 
between ASCAP and radio broad- 
casters, which included the follow- 
ing developments: 

1. Issuance of a report by the 
orchestra leaders who sought to 
bring the warring parties together 
charging the broadcasters with an 
unwillingness to negotiate. 

2. A denial of this contention by 
Neville Miller, National Association 
of Broadcasters president. 

3. Speculation over what action 
Metro-Goldwyn-Mayer may take in 
behalf of its three important music 
companies whose contracts with 
ASCAP expire Dec. 31 and which 
have not yet been renewed. 


Accuses NAB 


Fred Waring, who acted as 
spokesman for the band leaders, as- 
serted that following several meet- 
ings with ASCAP and NAB officials, 
his group decided to discontinue its 
efforts to bring the principals to- 
gether “since it seems obvious that 


FIRST COPY IN NEW DRIVE FOR OLD DUTCH 


MAS, 


oJ 


~ | OLD DUTCH CLEANSER Lat = 
SOCFASTER |‘ ' 


be barred from NBC stations. The|the spokesman for the NAB has 
decision was designed as a safety/definitely determined to prevent 
move to afford sponsors a seven-|such meeting taking place.” 


ete y am ohm nan ae F 
avnmae ce sree } 


ee? 


... Cats Cleaning Time Almost in Half é z 


Color copy using the comic strip technique which introduces a new consumer 
campaign for Old Dutch cleanser, built around the efficacy of a new ingredient. 
Blackett-Sample-Hummert is the agency. 


day test period before the official | 


He reviewed his group’s discus- been accepted by Gene Buck, | unquestioned sincerity to negotiate 


Jan. 1 deadline, thus avoiding the|sions with the two parties, stating| ASCAP president. Mr. Miller, how-|on a friendly basis, and since the 
possibility of lawsuits occasioned| that Mr. Miller had agreed to re- ever, ignored his promise to partici- | accredited representative of the ra- 
by slipups in the unfamiliar rou-|sume negotiations with ASCAP on| pate in further discussions, Mr.|dio interests has exhibited no such 


tine. a per-program basis of compensa-| Waring charged. 
The NBC move highlighted an-'tion and that this condition had 


MEMPHIS SPOT COTTON SALES 


SET ALL TIME RECORD 
FOR MONTH OF OCTOBER! 


WEEK ENDING OCTOBER 17th REACHES 
ALL TIME HIGH OF 226,611 BALES 


THIS RECORD ADDITIONAL INCOME 
IS BEING SPENT IN MEMPHIS 


HERE -AND HERE 


—-AND HERE 


—-AND HERE 


—SO WHY NOT TELL YOUR STORY 
OVER MEMPHIS’ FAVORITE RADIO STATION 


desire, nor even a slight interest in 


and music interpreter (and, strange 
jas it seems, has given little or no 
consideration to the status of the 
radio advertiser, who after all, pays 
all the bills) we believe the solu- 
tion of this most perplexing prob- 
lem will depend solely on radio lis- 
teners at large.” 

Co-members on the committee 
with Mr. Waring are Eddie Duchin, 
Johnny Green, Nathaniel Shilkret, 
Meyer Davis and Ben Cutler. 


Issues Misunderstood 


Mr. Miller expressed sympathy 
with the band leaders’ predicament 
but declared that Mr. Waring 
“seems, in several important re- 
respects, to have misunderstood the 
issues.” He said that while it was 
|}true that Mr. Buck had expressed 
|a willingness on the part of ASCAP 
|'to resume negotiations on a per- 
program basis, the composers’ group 
had failed to lay before the broad- 
casters a concrete proposal incor- 
porating this principle. 

“The position of the radio indus- 
try is clear,” he said. “Broadcasters 
)are willing to pay ASCAP a per- 
centage of the revenue from all pro- 
grams which use ASCAP music. 
When the music of persons who are 
not members of ASCAP is _ used, 
they wish to be free to make com- 


see why they should be compelled 
to pay any music charge. Our faith 
in this basis of payment is indi- 
cated by the fact that Broadcast 
Music, Inc., has agreed, in its con- 
tract with its subscribers, to adopt 
‘this method of payment as soon as 
ithe establishment of a free com- 
| petitive market in the field of pop- 
|}ular music will make the adoption 
|of such a basis practicable. ASCAP 
|has no excuse for refusing to accept 
this fair basis of payment except 
its determination to act as a music 
monopoly. We are deeply sensible 
of the fact that ASCAP’s action 


by the movie company’s counsel. 
One of the factors said to be under 
investigation is the applicability to 
the ASCAP system of music control 
of the principles laid down in the 
famous Madison oil case, where a 
number of leading petroleum com- 
panies were found guilty of violat- 
ing the anti-trust laws. M-G-M at- 
torneys are said to be pondering 
the implications of this case in an 
effort to avoid any involvement of 
the movie company or its subsid- 
‘iaries in possible action by the De- 
partment of Justice. 


BMI Adds Collections 


| The Robbins, Feist and Miller 
|concerns ranked second, third and 
| fifteenth, respectively, on the basis 
|of payments by ASCAP last year. 
| Robbins drew $131,000; Feist, $130,- 
|000; and Miller, $61,000. 

| Meanwhile Broadcast Music, Inc., 
reported today that it had added 
|100 new subscribers since Dec. 1, 
| bringing the total to 530, represent- 
ing 92 per cent of all broadcast ad- 
vertising volume. BMI also an- 
nounced that the catalog of Edward 
B. Marks Corporation will be avail- 
able after Jan. 1. This addition, one 
of the most important BMI acquisi- 
tions to date, involves about 15,000 
copyrighted songs. The deal was 
|said to involve $1,250,000 over a 


“Since ASCAP has agreed with/|the plight of the orchestra leader | five-year period. 


Legality of the Marks agreement 
|was challenged by the Songwriters 
Protective Association, which de- 
|clared that an agreement between 
|this group and Mr. Marks does not 
expire for seven years and forbids 
|the transfer of performing rights 
without the permission of SPA 
members. Mr. Marks’ attorneys, 
however, replied that only a few 
songs are involved in this agree- 
|ment and these have been specific- 
ally eliminated in the BMI deal. 


October Income Gains 
$400,000,000 Over 1939 


Income payments to individuals 
in the United States totaled $6,671,- 
000,000 in October, a gain of more 
than $200,000,000 over September 
of this year and more than $400,- 
000,000 over October, 1939, accord- 
ing to the Department of Com- 
merce. Total income payments for 
1940 are expected to be slightly 
above $74,000,000,000, compared 
with $70,000,000,000 for 1939 and 
slightly below the 1930 figures. 
Because of the lower cost of living 
this year the flow of goods and 
services in 1940 will be greater 
than a decade ago. 

Employes’ salaries and wages 
rose from $4,023,000,000 in Septem- 
ber to $4,154,000,000 in October, 
slightly above seasonal expecta- 


- r =? sania aialaaiaie r ,|tions. Most of the increase in in- 
GAOCERY STORE paneenes 0 such egestas be hen - come payments for the first 10 
TT program, such as a news program, months of 1940 compared with 

\ \ \ uses no music at all, they do not 


1939 is attributed to the $2,175,000,- 
000 rise in non-relief wages and 
salaries. 


WTRY to Extend Time 

WTRY, Troy, N. Y., has been 
authorized by the FCC to operat 
on unlimited time. The statior 
which has been on daytime onl) 
will extend its broadcasting period 
in 60 days. 


works a temporary hardship upon | 

AND SHARE IN THESE INCREASED SALES! orchestra leaders and are doing all| 

s that we can to alleviate this. Mean-| 

while we are convinced that the) 

’ ultimate result of the broadcasters’ | 


resistance to an immoral and vicious 
MEMPHIS 


principle will be in the best inter-| 
NBC RED NETWORK 
Owned and operated by 


" ae 5,000 WATTS DAY 
ie. : 1,000 WATTS NIGHT 


Contracts Up for Renewal 


Because M-G-M controls the Rob- 
bins, Feist and Miller music houses, | 
three of the most important cata- 
logs in the ASCAP lineup, renewal| 
of the existing agreement is re-| 
garded as vital to the _ society’s 
strength. ASCAP officials expressed 


BIG NAMES in the pain’ 
manufacturing industry ar: 
using Newscolor with out 
standing success. Low cost 
full-color broadsides ar: 
very popular with Paint 


ests, not only of broadcasters and 


their listeners, but also of the per-| 
National Representative: THE BRANHAM CO. 


forming artists.” 
MEMBER OF SOUTH CENTRAL QUALITY NETWORK 
KWKH-KTBS—SHREVEPORT 


WMC—MEMPHIS 


WJDX—JACKSON, MISS. confidence that the contract would dealers. We'll send you 
— KARK—LITTLE ROCK WSMB—NEW ORLEANS he semowed ‘hatese Dee. 91. | copies of a dozen different 
Lawyers who are well acquainted paint broadsides printed 


with the affairs of the music indus- 
try disclosed today that action on 
the M-G-M contraet is being held 
in abeyance pending further study | 
,of some of the legal angles involved | 


for paint manufacturers. 
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BUT NONE THAT 
HAS HIS NUMBER 


In shattered glass and 


crumbled stone lies 


BakerStreet.Only little 
flames pick out its hanging stairs and splin- 
tered doors and broken windows. 

But wait! Behind the heavy curtains the 
gas still burns at Number 221B. The sea-coal 
fire is laid on the hearth. The shag tobacco 
fills the Morocco slipper. The pillows are 
piled on the floor. 

And there sits Sherlock Holmes. With sin- 
ister cheerfulness he bids the faithful Watson 
get his hat and stick and come along. An- 
other problem is nearly solved. Another ad- 
venture lurks around the corner. 

As long as fiction shall guard the flame of 
adventure, shall Holmes and Watson stir the 


heart. They live forever in that glorious com- 


Pc 


pany that never dies,with Cyrano, Long John, 
Tom Sawyer. Banish them, destroy them? 

Never! No man’s power may blast from 
the minds of men the memory of the heroes 
of great fiction. 

Ageless...since the first man told the first 
child a story; timeless...as today’s fathers 
tell tales to today’s children; the love of 
fiction is born in childhood, and reaches its 
peak in maturity. 

Fiction’s power to stir desires, to arouse 
emotion, is now well known. Poll after poll 


has shown how magazine readers place fic- 


*Enough to buy the nation’s greatest harvest... the corn crop 


tion as their first reading requirement. 


But less understox nd,and used, is the 


unique ability of definite kinds of 


fiction to select, from a broad land of 


readers, a specific group whose value to ad- 
vertisers may be assayed. 

Cosmopolitan’s fiction, long appreciated 
for its quality, has the further practical talent 
of attracting and holding the close attention 
of young urban men and women...the great- 
est buyers of all manner of goods. 

Nearly 1,850,000 of these fiction-loving 
families come back to Cosmopolitan every 
month. Their spendable income of $5,500,- 
000,000* is yours...when you project your 
advertising against the background of Cos- 


mopolitan’s great fiction. 


.four times over. 


Cosmopolitan 


“Greater today than yesterday...Greater tomorrow than today” 
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Arthur W. Steudel, left, who has just 
been elected president of the Sherwin- 
Williams Company, Cleveland, succeed- 
ing George A. Martin, right, who be- 
comes chairman of the board. 


Elect Arthur W. Steudel 
Sherwin-Williams Head 


Arthur W. osieudel has been 
elected president of the Sherwin- 
Williams Company, Cleveland, suc- 
ceeding George A. Martin, who 
becomes chairman of the board. 

Mr. Steudel has been vice-presi- 


dent and general manager and he! 


becomes the fourth president in 
the company’s 74 years. He is 48 
years old and entered the employ 
of the company in 1908. Mr. Mar- 
tin, who is 75, will celebrate a half 
century with the company in 1941. 
He became president in 1922. 


Standard Brands 
Plans Expanded 
1941 Promotion 


New York, Dec. 12.—Encouraged 
by an improved sales and earnings 
picture, Standard Brands, Inc., laid 
plans here this week for an expan- 
sion of advertising in 1941, thus re- 
versing the downward trend of the 
past two years in its promotion 
budget. 

While plans revealed at the an- 
nual sales conference held here this 
week are tentative, Standard Brands 
has renewed its radio schedule in 
toto and expects to continue or ex- 


pand its newspaper and magazine 
lists. 
Both newspaper and magazine 


promotion of Chase & Sanborn cof- 
fee will be increased, and several 
stations have been added to the Na- 
tional Broadcasting Company hook- 
up carrying the Charlie McCarthy 
program. Similar expansion is 
planned on Tender Leaf tea lists. 


Four Agencies Involved 


Magazine schedules for Royal 
desserts and Royal baking powder 
will be continued. Magazine copy 
for Fleischmann’s yeast will be in 
color next year, and copy will con- 
tinue to feature the “drink your 


way to health” appeal. 

The new Fleischmann high-vita- 
min yeast for baking has just been 
granted the “accepted” seal by the 
Council on Foods of the American 
Medical Association. It will be pro- 
moted in a wide list of business and 
professional papers. 

The Standard Brands account is 
now shared by four agencies. J. 
Walter Thompson Company handles 
Chase & Sanborn coffee and Tender 
Leaf tea, Sherman K. Ellis & Co. 
he desserts, McCann-Erickson 
Royal baking powder, and Kenyon 
& Eckhardt Fleischmann cake yeast. 

Standard Brands’ advertising ex- 
penditure in 1938 and 1939 was be- 


tween $4,000,000 and $5,000,000. 
This year, the budget has been con- 
siderably reduced by a retrench- 


ment policy. The Rudy Vallee radio 
program was dropped, and_ the 
Charlie McCarthy show cut from 
one hour to a half hour. 


| 

Shepherd Plans Campaign 
| Shepherd Knitwear Company, 
New York, will use magazines and 
|business papers for the promotion 
lof its True-to-Type swim fashions 
for the resort and summer seasons. 
The campaign will be built around 
the styles which win awards in the 
design contest conducted for Shep- 
herd by the Fashion Academy. 
Norman D. Waters & Associates, 
,New York, has the account. 


What we are about to say is 
concern to you 


business executives. 


$$$ You put money into executive publica- 
tions which are read at home. Your invest- 
ment is sound and necessary. Executives see 


your messages; are interested, impressed, 


persuaded, 


$$$ Shortly afterward they yawn, go to bed. 


and sleep away a large part of your effort. 


They “ll do that 


$$$ Again the principle 


You must repeat or merchandise your message 
in the executive's office on the two square 


vards of desk top where he buys. 


$$$ 


The Wall Street Journal. 86 per cent of its 


circulation is read by executives in their offices 


at their desks. 


%, toe Pre 


aad 


if you advertise and sell to 


unless you follow through. 


pom of sale. 


Your one medium for that purpose is 


ne 


» 


$$$ 


of immediate cent to a low 


executive-pul 


This compares with a high of 61 per 


of 12 per cent for other national 


ilications. 


$$$ Why let your sales dollars be slept 


Journal. 


SELL 


at point 


away? Follow through by merchandising your 


advertising to executives in The Wall Street 
WALL STREET JOURNA 
A es ye oe she 


MANAGEMENT 
EXECUTIVES 


af sale 
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MOVIE MAKER ORGANIZES NEW INSTITUTE 


- TOHELP YOU DETERMINE 
_ WHICH TYPE OF COMEDY 
1] 

i} 

_ FITS YOUR PERSONALITY 
Laughter is a commodity that is bought and 
| sold like shoes, refrigerators, food and 

automobiles. 

| Whenever you pick up a book advertised as 
amusing; or you tune in on a humorous radio 
| 

| 

| 


program: or buy a ticket for a movie, you are 
attempting to buy laughter. 


BUT HOW OFTEN ARE YOU DISAPPOINTED! Zow-ofdon C7, You will enjoy the Maico Peychometer 
| ai ‘Whats Waste of Tana ond ye Jcence Chk WOW PROBE tests. They are being made as part of a 
Aiud yom basal i wr YOUR SENSE OF HUMOR nation-wide study of humor-reactions and 
|| The reason is simple. You are buying blindly, Abtiat ng ym are Absolutely Free, with no obligation 
|| beeause you don't know your Humor Quotient. LAUGHTER whatsoever on your part. Don't delay! 
| ® 
| Neo two people laugh at the same things in eidislanddia sie hie Re among the first to get “Measured for 
|| equal degree. how to messure and cles Pleasure 

wif Fr reactions to iV? 

| ERICg. is eommer dy. Once yours has WOMOR ANALYSIS CZietcce ARE NOW LOCATED AT 
1 & N pee meee wa Se LOBBY OF STANLEY THEATRE 
| whet bied of hemer Ste GIMBEL BROS., Sth Floor, Men's Sports Dept, 
| INSTITUTE of H -AWALYSIS wz htc and Ware for 
i, TRAVELING UNIT IN YOUR MEIGHBORHOOD 


THE OPENING TODAY 


Worlds Zt \NSTIVUTE of HUMOR-ANALYSIS 


Free! WMOR ANALYSIS QUIZ 
Simple! Amesing! Educational! 


tion with the premiere of the new 


Humor Analysis 
Clinic Works for 
‘Hal Roach Movie 


New York, Dec. 11.— America 
) will be made funnybone-conscious 
}if an elaborate exploitation scheme 
concocted by Hal Roach Studios 


|clicks as well nationally as it did 
| for the Pittsburgh premiere of the 
|company’s latest picture, “Road 
Show.” 
The gag, built around the promo- 
ition of the “‘World’s First Institute 
of Humor Analysis,” came to light 
la few weeks ago when a series of 
| teaser advertisements appeared in 
|four Pittsburgh newspapers, offer- 
ing a free “humor analysis quiz” to 
enable the public to determine its 
“humor quotation.” Copy asserted 
|that the Maico Psychometer would 
|‘*help you determine which type of 
comedy fits your personality.” 
“Humor analysis clinics” were 
set up in a local department store, 
jin the lobby of the Stanley theater 


and in a laboratory trailer which 
| motored through the city. 
Measuring Humor 

Without any obligation, Pitts- 

burghers were able to measure 

their humor, much as they can 


ascertain their blood pressure, and 
discover in which of the eight high- 
sounding humor classifications they 
belong. As an example, one classi- 
fication is entitled “ludicralune.” 
The modus operandi of the analysis 
depends on the Psychometer, a re- 
finement of the lie detector. 

The “clinics” employed all the 
paraphernalia of the scientific re- 
search laboratory, including a 
qestionnaire, to be filled in before 
taking the Psychometer test, and a 
“humor quotient certificate” which 
was presented following the test. 
On this “certificate,” the subject 
was advised whether or not to see 
“Road Show,” according to his 
“H. Q.” or “humor quotient.” 


Much Challenging 


First mention of the picture was 
made in copy appearing Dec. 2 
when a letter from Hal Roach to the 
Institute of Humor Analysis was 
reproduced. The letter challenged 
the use of the machine on “Road 
Show” and a letter from the Insti- 
tute, accepting the challenge, ap- 
peared in reply the following day. 


This unusual newspaper advertisement appeared in Pittsburgh papers in connec- 


Hal Roach picture, "Road Show.” 


'“*The Board of 


Directors,” the In- 
stitute declared, “accepts your 
challenge to defend our scientific 
studies of humor by applying them 
to your comedy ‘Road Show.’” 
Newspaper copy was followed up 


by a broadcast, “Measure Your 
Pleasure” over Station KDKA the 
night before the premiere’ on 
Dec. 6. 


The success of the promotion in 
Pittsburgh has led Hal Roach Stu- 
dios to include the stunt in its 
overall promotion plan for “Road 
Show” and it is expected that local 
exhibitors will take up the idea 
throughout the country during the 
next few months. 


Charges Oil Companies 
Violate Patman Act 


Violation of the price discrimi- 
nation section of the Robinson-Pat- 
man Act has been charged against 
four large oil companies—Standard, 
Gulf, Texas, and Shell. The pres- 
ent case grew out of alleged price 
discrimination practices in Detroit. 


Standard Oil, according to the 
complaint, charged four’ dealers 
from ‘2 cent to 134 cents a gallon 


less than the regular price main- 
tained. Gulf allegedly sold to the 
Goodrich and Firestone Rubber 
Companies gasoline ranging from 1 
to 2 cents lower than the price 
quoted to other retailers. The Texas 
Company also, it is charged, sold 
gas to the two rubber companies 
at rates ranging from '% cent to 2 
cents a gallon !ower than usual 
prices. Shell allegedly sold to one 
organization at prices 1 to 134 cents 
lower than the price charged to 
other firms. 


Swatford Adds Seven 

The New York office of Swafford 
and Koehl has been appointed to 
handle the following accounts: 
Scribner’s Commentator magazine, 
Westminster Kennel Club, = and 
Hotel Empire, all of New York; 
Hotel Alexander Hamilton, Pater- 
son, N. J.; Railway Educational 
Bureau, Omaha. The _ Cincinnati 
office has been named by Libera! 
Savings and Loan Company and th¢« 
Weezel Bait Company, both of that 
city. 


Renews Short 


o) sf 

Wave “News 

Following the completion of a 
test begun in August, J. B. Willian 
Company, Glastonbury, Conn., ha 
renewed for 52 weeks its “Good 
Neighbor News,” beamed to South 
and Central America from Statio: 
WLWO, Cincinnati. The prograr 
is the first commercial short wa\ 
program out of WLWO. J. Walt 
Thompson Company, New York, 
the agency. 


KSD 


THE POST-DISPATCH STATION 
Full Time 


NBC Red 
ST. LOUIS 
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December 16, 1940 


ADVERTISING AGE 


THE NEWS HAS ANOTHER BIRTHDAY 


Seventy-one years ago THE INDIANAPOLIS NEWS 
began serving the people of Indianapolis and Indiana. 


So, as we begin the seventy-second vear of our existence as 
a newspaper, we express our sincere gratitude to our adver 
tisers who have so loyally and generously supported us. 


EDITORIAL POLICIES 


THE NEWS was founded on the principle of public service 
and from the day of its birth until now—seventy-one vears 
it never has deviated from that path. 
“It will be conducted sincerely, truthfully, independently, 
being the organ of neither individual, sect nor party, and 


will always endeavor to promote the common good and 
improvement 


“... It will be fearless in the advocacy of what it deems 
right and proper, and if mistaken, it will be honestly so.” 


The foregoing quotations are from an editorial in the first 
issue of THI NIEWS and they are just as true today as they 
were then. 


THE NEWS is a 100 per cent. Hoosier institution. It is 
owned, edited and statfed by Hoosiers—and published FOR 
Hoosiers. 


Throughout our seventy-first year THe NEWS has wel 
comed every opportunity for greater public service and has 
tried to meet its obligations to the public in every way possible. 


To bring to its readers the news-worthy events of a history 
making year, THE NEWS has published more news than 
ever despite a sharp increase in the cost of paper. 


expenditures for news and editorial features were sub 
stantially more in 1940 than in 1939. The news-gathering 
facilities of this newspaper were augmented to provide every 
available service that might increase the value of the paper 
for the information and entertainment of its readers. 


OUR READER AUDIENCE 


In our seventy-first vear, THI? NEWS attracted more 


readers than in any previous vear in our history. The month 


THE INDIANAPOLIS NEWS 


NEW YORK: Dan. A. Carroll. 110 E. 42nd St. 


CHICAGO: J. E. Lutz, 435 \. Michigan Ave. 


of November established a new all-time November high in 
Indianapolis daily newspaper readership. 


An army of nearly 3,000 carrier-salesmen delivered most 
of these papers. The others were distributed by dealers, by 
mail and by motor route service to rural subseribers. 


lew newspapers in cities as large as Indianapolis are read 
by such a large proportion of families in the “home town.” 


More than 4+ out of 5 families in Indianapolis and adjacent 
territory—anore than &O per cent. based on population esti 
mates—read THI NEWS regularly. We regard this as a 
unique tribute to reader contidence. 


SERVICE TO ADVERTISERS 


Where there is such exceptional reader interest there ts, 
naturally, generous advertising response. 


Impartial surveys show THI NEWS is preferred for 
advertising readership by more Indianapolis shoppers than 
any other newspaper. 


Through circulation increases our advertisers have been 
provided with an additional market—and at no increased cost 
to them, 


Advertisers have recognized this added sales opportunity 
and have used more space in THe NIEWS than tor many 


vears. 
OUR SEVENTY-SECOND YEAR 


It is the aim of THE NIEWS to serve its readers and ad 


vertisers even better in our seventy-second year. 


And our 550 employes and fellow workers—amany of them 
long in the service—promise the most complete and compre 
hensive newspaper it is possible to provide. 


Realizing our responsibilities, we pledge anew on this, our 
seventy-second birthday, that THE NEWS will continue to 
be in the forefront of the worthwhile and constructive move 


ments in the city and state, 


It is our sincere hope to continue to make it truly the news 


paper OF and FOR the people of Indianapolis and Indiana. 


He \ 
I IOLNIABOUS 
“News Z 
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ADVERTISING AGE 


December 16, 1940 


football venture of the day, begins 
at 4:45 p. m. and will be heard over 
44 stations of the Mutual Broad- 
casting System. Maxon is the Gil- 
lette agency. 


Gillette to Air 


Knox to Compete 
Marking the first time that the 


3 Football Games 
Lj 

on New Year § Day game has been’ commercially 

broadcast, Knox Gelatine Company 


Gillette will sponsor the Cotton Bowl game 

New Year’s Day between Texas A. 
& M. and Fordham University in 
Dallas over 75 MBS stations, be- 
ginning at 2 p.m. Kenyon & Eck- 
hardt is the agency. 


White Renews 


White Laboratories, Inc., has 
renewed “Double or Nothing,” in 
behalf of Feenamint, effective Dec. 
29. The program is aired Sunday 
from 6 to 6:30 p. m. over 119 MBS 
stations through William Esty & Co. 


New York, Dec. 11. 
Safety Razor Company will add to 
its laurels as an outstanding spon- 
sor of major sports broadcasts by 
bringing listeners play - by - play 
accounts of three gridiron clashes 
on New Year’s Day. In putting 
over its grand slam, Gillette will 
utilize three national networks. 

On Jan. 1, the company will 
sponsor the Sugar Bowl game 
between Boston College and the 
University of Tennessee in New 
Orleans over an_ undetermined 
number of stations of the Blue net- Vallee Renewed 
work of the National Broadcasting Sealtest, Inc., has renewed the 
Company, beginning at 2 p.m. At Rudy Vallee program, effective 
the same time, also sponsored by Jan. 2. The orchestra 


Gillette, the Orange Bowl game |peard over 65 NBC Red stations 
between Mississippi State College Thursday from 10 to 10:30 p. m. 
and Georgetown University in McKee & Albright is the agency. 
Miami will be aired over 71 sta- 


tions of the Columbia Broadcasting Standard Brands Continues 


System. Standard Brands, Inc., has _ re- 
The East-West All-Star game in|) newed two programs, effective Jan. 
San Francisco, Gillette’s third radio |5, heard Sunday from 8 to 9 p. m. 


lover the NBC Red network. 


leader is | 


Charlie McCarthy, in the first half 
hour, is aired over 75 stations and 
is followed by “One Man’s Family,” 
over 60 stations. J. Walter Thomp- 
son has the account. 


More Better Speech 


Better Speech Institute of Amer- 


ica has renewed “Speak Up, 
America,” for 13 weeks, effective | 
Dec. 29. The program is _ aired 


Sunday from 7:30 to 8 p. m. over 


49 stations of the NBC Blue net-| 
handled | 


work. The account is 


direct. 
Chesterfield Continues 


Liggett & Myers Tobacco Com- 
pany has renewed the program fea- 
turing Glenn Miller and his or- 
chestra, on behalf of Chesterfield 
cigarets. The program is broadcast 
Tuesday, Wednesday and Thursday 
from 10 to 10:15 p. m. over 95 CBS 
stations. Newell-Emmett Company 
is the agency. 


Walk-Over in Magazines 
Walk-Over shoes, made by Geo. 
E. Keith Company, Brockton, Mass., 


will be advertised in Collier’s, Life, 


Mademoiselle and Vogue. The com- 
pany will tie its men’s line, Mili- 
tary Parade, with the military at- 
mosphere of the times. 


EASURE 
MARKET 5 


That's What We’ve Done in Memphis 
No More Blind Flying for Sales! 


“Marketing executives operating in the Memphis area now have avail- 
able the most complete data on brand preferences in the trading area 
which exist anywhere, to the best of our knowledge.”—Sales Manage- 
ment. 


Most important to those who would create sales profitably and 
effectively, the Memphis Market is MEASURED. We have exhaustive 
and far-reaching Home Inventory Studies which reveal the actual 
sales picture in the important classifications of Foods, Cosmetics and 
Drugs, Electrical Appliances, Automotive Products. 


These studies draw the curtain from family buying habits. They show 
which individual products are most preferred; how often they are 
bought; how they rank in the different income groups; and in what 
type of store they sell best. Furthermore, these marketing surveys 
cover not only the City of Memphis—metropolitan key center—but 
the 26 more important smaller towns in the trade area. 


That's why it’s easier for advertising to sell in Memphis—because it is 
easy to plan the correct strategy. 


SOUTH’S BIGGEST 
TRADE AREA 

The Memphis market de- 
fined by recognized au- 
thorities includes 76 
counties, 
2,372,244 population. 
9 smaller urban towns. 


c 


“ 


$343,769,.000 retail sales. 
$587.463,000 spendable 
income, 

Mo. / 44 


WHICH FACE POWDER?—Cos- 
metic and drug studies indicate ac- 
tual sales positions and other vital 
information about all leading items 
of Face Powder, Cold Cream, 
Deodorants, Dentifrices, Mouth 
Washes, Nose Drops, etc. 


WANT TO KNOW ABOUT AUTO- 
MOTIVE LINES?—We can quickly 
give you the consumer sales picture 
on Tires, Gasoline, Motor Oil, New 
Cars, Used Cars. Individual product 
breakdowns are available for the 
City of Memphis, West Tennessee, 
East Arkansas, North Mississippi. 


HOME APPLI- 
ANCE LEADERS— 
There isn’t any 
guesswork about the 
Appliance Field in 
this market. We can 
show you the sales 
picture for the 
whole field: Radios, 
Refrigerators, Fans, 


Ranges, Toasters, 
Mixers, Washers, 
Coffee Makers, 
Irons, Vacuum 


Cleaners, etc. 


FOODS—Family 
acceptance of gro- 
cery products by 
type of product, 
by individual 
brands, by actual 
consumption fig- 
ures and break- 
downs by income 
groups make it 
possible to chart 
the food field. 
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_tion for the Understanding of Pri- 
vate Enterprise.” The kernel of 
this project lies in a determination 
on the part of business men to be 
on the alert for all attacks upon 
|business during the course of their 
|daily activities, to be prepared to 
clarify any misconceptions which 


. 
Clear Analysis 
of School Texts may exist, and to reply to unjusti- 
| fied criticisms as forcefully and as 


Also Mobilizes to Teach “YY * Possible. 

| nderst : ;_ $100 BILLION INCOME 
Understanding of Busi ‘CALLED DEFENSE RESULT 

ness New York, Dec. 11.—A national 

purchasing power of one hundred 

| billion dollars a year or more can 


NAM to Sponsor 


New York, Dec. 11.—The inter- 


est that advertising men have be achieved if the present emerg- 
evinced recently in public school | eney js met aggressively. th 

: . ‘ ss , the 45th 
textbooks that disseminate doc- y . 4 


Congress of American Industry, 
sponsored by the National Associa- 
tion of Manufacturers, was told 
here today by John W. Hanes, 
former Under Secretary of the 
| Treasury. 

Mr. Hanes, who is now chairman 
of the executive board of United 
States Lines, asserted that “we 
have reached a point where, with 


trines inimical to American democ- 
racy and the private enterprise 
system received a powerful stimu- 
lus today when it became known 
that the National Association of 
Manufacturers will sponsor. an 
analysis of literature prepared for 
students as one of the major planks 
in its public relations program for 


oo den ware ee true national unity, with genuine 
»rhaps / ore rts . 

; cooperation by all the elements of 
than the disclosure of the NAM|~ oPctavon by 


|}our national economy and with our 
|best patriotic minds planning to 
‘meet the issues of this emergency 
|aggressively, we have every right 
to expect a national income of 100 
billion a year, and even more.” 

| Mr. Hanes’ remarks featured the 
,opening session of the manufac- 
|turers’ meeting, during which the 


project was the note of warning 
attached to the program as a prac- 
tical means of forestalling criticism 
of “witch hunts” that have accom- 
panied previous investigations of 
school texts. 

“There has been a lot of loose 
,criticism of the material contained 
in many textbooks used in our 


bli ore ‘ * th ‘nation’s leading industrialists laid 
er iat & idee 

pu a anncetie an aoetiaaiien heavy stress on preparedness and 
ciation remarked. ndoubtedly, | national defense. 

‘some of them do present a dis- 


Can Avoid “Boom” 


Hanes expressed the belie! 
that the 100 billion dollar objective 
i|can be reached “without the froth 
and foam that usually accompanies 
a boom period. Another boom is 
something that this country should 
| avoid.” 

| Urging a pay-as-you-go policy to 
|meet three-fourths of the costs of 
the defense program, he predicted 
that tax revenue produced under 
existing laws on a 100 billion dollar 
income would be “amazing in 
amount.” 


torted and prejudiced picture of 

our form of government and our Mr. 
social and economic institutions. 
But we believe that manufacturers 
should not form opinions on the 
basis of a stray paragraph in a} 
newspaper or magazine, but should 
acquaint themselves personally 
with the real facts.” 


Expert Is Retained 


To assist in the development of 
this program the NAM has retained 
Professor Ralph Robey of Columbia 
University, who will abstract all 
text-books in the field of history, - : z 
ta . ; sae Turning to the 1940 excess profits 
civics, sociology and economics in 

a oe tax which has caused so much 
general use in the public school eset in aiveaiiel ties te 
systems of the country. Dr. Robey aes ; ne Cte ve 

# ae - eee ; cause of its possible effect on pro- 
will refrain from expressing any ; : 

ae tip “ |motion expenditures, he suggested 
opinion on the political, economic ; : ° 

Agaeer heal " . |that it be revised to make _ its 
or social philosophy enunciated in ciiientian: a eutiena dt 

oa é é ore e é 
such books. His function will be ee oe i le ' 1 er v 
; od ore rev : Hitho 
to summarize the author’s attitude - turbing a : ree as porter "ae 
» Ss . > Ae) yaras Ss j 
and the question of whether the pantera a " ¢ ton ee ‘lity - - 
» , as ‘eme Oo ax é 4 . 
attitude is “right, wrong or neu- h ial ean meth Bi i te iene 
aie : ave bee Yr nto > law 
tral” will be left to readers of the . a ~ 
ae , Mr. Hanes predicted that “the 
abstracts to decide. mind of America will be dete 
In urging business to encourage aahend pein a thi d A 
~ 0 : Ss: ‘oO - 
educators to seek a better under- Miah neal to na Micon cepa 
° . P . é yr ue) on, ono ic 
standing of the private enterprise pores ati a Pat is . rs ror ; 
“ur. | % ( 9° "me ons 
system, the NAM declared: “We| os soem nant ae te _— 
over ‘ -— ni ~win- 
}cannot urge too strongly that man- th " . wid ¥ pn ~ ond 
ow to pay 1 extraordi- 
ufacturers approach the task of aa ote s # OF , re x aang 

. . P . . . ary costs oO é ( se, 

assisting in the solution of this | "“'* ° ESeres Geese 


‘problem on the basis of factual 
understanding, rather than hearsay Ray Kelsey Heads 
Agricultural Editors 


|}evidence, and that they cooperate 


wholeheartedly with local school 

’ ree ree | Ray T. Kelsey, associate editor of 
etetcang oes + ot sang roe yo |the Ohio Farmer, Cleveland, has 
|}means by which the concept of pri- been elected president of the 


|vate enterprise and the details of | American 
its operations may be taught in the! Association. 
schools.” W. C. Lassetter, editor of the 

H. W. Prentis, Jr.. NAM presi- | Kentucky-Tennessee edition of the 
dent, emphasized the need for | Progressive Farmer, Memphis, was 
avoiding the charge that business Cesc” aaeaiien ate” - 
seems Co “Siotets week books shall Wallaces’ Farmer and Iowa Home- 
or shall not be used.” He asserted, 


, stead, Des Moines, is secretary- 
however, that business men should treasurer. 
“request that if collectivist doc- —_—___—_— 
trines are taught our children in WLAW Expands 
their formative years, the truth WI , a Sag 
sAW, Lawrence, Mass., afte 
about these theories be taught and three years as a part-time stat 
that simultaneously adequate in- of 1,000 watts. became a full-ti 
struction be provided in respect to station of 5,000 watts as well a: 
the basic principles on which our CBS affiliate Dec. 5. 
American system was founded.” 


Agricultural Editors 


Push Counter-Attack 


YOUR CONSTANT READER 


The NAM public relations pro- 
gram will be pushed forward Litereture placed in the Credle 


vigorously during the coming year, 
with the National Industrial Infor- 
mation Committee as the spearhead 
of the effort. During the past year 
the budget covering the work 
of the association proper and 
the information committee was 
$1,600,000. 

Mr. Prentis revealed that 8,008 
business men located in 1,494 com- 
munities have pledged themselves | 


to assist in the NAM’s “Mobiliza- | 457 N. Kingshighway 


Car Gift Basket is assured of a 
thorough reading . . . our grad- 
uate nurse sees to that. Every 
sample is thoroughly exploited and 
every piece of literature painstak- 
ingly presented. You actually 
reach mothers! 


. Ihe Cradle (hn Sewiee. Snre 


St. Logis, Mo. 
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Count the Readers per dollar 


instead of Lines per dollar 
GO ROTO, TOO! 


oo. THEN YOULL 


Only to Page One in 
Men Readers 


ConviNCING evidence that Roto “sells” 
is found in the fact that in 1939 alone 
more than 100 national advertisers, new 
to Rotogravure Sections, joined the 
hundreds of foremost advertisers who 


consistently use Roto to increase sales 
of nearly every type of merchandise. 
These seasoned advertisers “go Roto’ 


because they know that in the Sunday 


newspapers Rotogravure Sections their 


advertising is exposed to the maximum 


number of potential reader-customers. 
They know that the nationally-accepted 
Gallup method of surveying reader 
habits has demonstrated that Sunday 


Rotogravure Sections get a reader 
traffic averaging second only to page 


one in volume!* 


REG. U.S. & CAN. 
PAT. OFF. 


m™ Only to Page One in 


= ' Women se iy 


Foremost Advertisers say “QUALITY” Faster with Roto 
. The Class of the Mass Circulation 


In addition “preferred position” is 
assured in Roto regardless of the page 
the advertising appears on because 
the interesting pictorial content of this 
effective yet economical medium sus- 
tains reader traffic on every page. 
Consider Rotogravure space in your 
advertising. Let its tremendous reader 
traffic, its quality appeal, its clean-cut 
reproduction of your art work help to 
increase sales of your product, too! 

For more information, write Kimberly- 
Clark Corporation. We maintain a serv- 
ice, research and statistical department 
for the convenience of advertisers and 
publishers. Take advantage of this 
liberal offer. There is no charge 


for our service. 


“Based on a continual analysis of reader traffic in 21 different papers in 17 key cities. 


atopluts 
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REG. U.S. & CAN. 
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THE NATIONALLY-ACCEPTED ROTOGRAVURE PAPERS 
Manufactured by 


KIMBERLY-CLARK CORPORATION - Established 1872 - NEENAH, WISCONSIN 


New York, 122 E. 42nd Street Chicago, 8 S. Michigan Avenue Los Angeles, 510 W. Sixth Street 
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READER-INTEREST is the factor which 
determines the success of direct mail 
advertising. And one way to get 
reader-interest is to print your bro- 
chures, catalogs and circulars in Roto- 
gravure. This is a fact demonstrated 
by the millions and millions of news- 


paper readers who are attracted every 
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consider { J 
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/ For your Brochures, Catalogs and Circulars— 


ATTRACTIVE PRINTING 
MEANS MORE READERS — 
MORE READERS 

MEAN MORE SALES — 


week to the Sunday Rotogravure Sec- 
tions of great newspapers. 
Capitalize cn this extraordinary 
feature! Consider Rotogravure, too, for 
your direct mail advertising and let its 
realistic reproduction qualities add to 
the impressiveness and effectiveness of 


your selling messages. Many foremost 


advertisers use Rotogravure in rich 
monotone and in thrilling natural colors. 

If you need advice on Rotogravure 
printing, call a Kimberly-Clark Roto- 
gravure man. There is no charge for 
our cooperation which is available at 
each of our offices. If you prefer, write 


for advice and samples. 


pn 
yu. 5.8% 
) REG at ort 


Remember, paper plays a vitally important part in the effectiveness of Rotogravure —choose it carefully ! 
Compare the nationally-accepted Rotogravure papers made by Kimberly-Clark Corporation, listed 


above. They come in wanted weights and sizes to suit your requirements, to meet your budget. 
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Kimberly-Clark Corporation 


Established 1872 —Neenah, Wisconsin 


Chicago 
8 South Michigan Avenue 


4 122 East 42nd Street 


Les Angeles 
510 West Sixth Street 
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SUPER-RICH 


NEW SUPER-RICH BLEND 
LOWEST PRICE™ HISTORY 


A new “super-rich” Chase & Sanborn 

coffee at the “lowest price in history” 

is now being featured in newspapers and 
magazines. 


Forms Company 
fo Make Sales 
Building Aromas 


Detroit, Dec. 11.—Convinced, 
after four years of research, that 
the sense of smell has a place, per- 
haps a major place, in the adver- 
tising and sales promotion picture, 
the Aromatix Company has been 
established at 16622 Princeton ave- 
nue, to supply scents of various 
sorts as a_ stimulant to buying 
activity in appropriate fields. Frank 
Woodruff, who has been engaged 
in advertising and sales promotion 
work in Detroit for 12 years, heads 
the company. 


It has been definitely established, | 
according to Mr. Woodruff, that an | 


individual will associate and re-| 


member more accurately and over | 


a longer period of time through the 
sense of smell than through the 
sense of sight or sound. “Nearly 
everyone ‘kids’ the idea on first dis- 
cussion,” he said, 
ample evidence within the experi- 
ence of every individual that spe- 
cific incidents, both pleasant and 
otherwise, are associated with some 
particular identifying scent.” 
Even a product or sales promo- 
tion campaign can be established 
with an_ identifying, individual 


scent, believes Mr. Woodruff. Dur- | 


ing a sales convention, when sales 


“but there is | 


quotas or inspirational themes are | 


presented tothe entire sales organi- 
zation, the selected aroma could be 
used in all convention meetings 


and also definitely established as 
part of the projected program. 
From that point direct mail or 


follow-up promotional pieces carry- 
ing the convention aroma could be 
sent to the field force from the 
sales manager, the aroma carrying 
the burden of recalling the inspira- 
tion of the convention and leaving 
the visual message free to deal 
with present problems or future 
plans. 

Although the application of 
aroma to printed material is not 
new the Aromatix Company ha: 
developed a different method of 
applying it. The scent is not added 
to the ink but is applied with a 
device which the company has 
developed. 


Worked with Theater 


\ practical application of the use 
iroma already has been made in 
peration with the United Detroit 
Theaters Corporation. Special Aro- 
matix equipment, which makes 
Possible the introduction and _ re- 
moval of odors in a few minutes, 
is installed in the company's 
gue theater, which has 1,500 
its. As the action and story of 
ch films as “Boom Town,” “The 
a Hawk,” “Knute Rockne,” and 
‘hers developed the proper aroma 
atmosphere was created in the 
eater. In “Boom 
Stance, the fresh, 
ent of sage on the 


Town,” for 
stimulating 
prairies 


open 


was quickly replaced by the odor 
of fresh oil as gushers came in. 
This in turn was followed by the 
atmosphere of saloons, scenes at 
races and Hedy Lamarr’s boudoir. 
Not only did the audiences have a 
avorable reaction, according to 
Mr. Woodruff, but a great deal of 
light was thrown on the most effec- 


-—- 


tive kinds of aromas. 
The creation and use of scents 
for public appeal is as much a 


problem of artistic treatment as 
fine painting, printing or beautiful 


|}music, according to Mr. Woodruff. 
| Many scents which in real life are 


unpleasant can be polished and 
presented so that they are appeal- 


company is 
Michigan. 


located in upstate 


Peck to Boggs & Buhl 

Charles <A. Peck, nationally- 
known department store executive, 
has been appointed general man- 
ager and merchandise manager of 
Boggs & Buhl, Pittsburgh depart- 
ment store. Mr. Peck had _ been 
general manager of Crowley, Mil- 
ner & Co., Detroit department store, 
since 1936. 


MacDonald Made V. P. 


H. E. MacDonald, who has been 
retail sales manager of the 630 


Business Paper 
Advertising for 
11 Months Up 9% 


Chicago, Dec. 11.—Advertising in 
110 business papers for the first 11 
months of 1940 is 9.35 per cent 
ahead of the first 11 months of 
1939, according to a compilation 
appearing in the December issue of 
Industrial Marketing. The Novem- 
ber issues show a gain of 4.11 per 
cent over last year 

Leading the parade are the 80 
publications in the industrial group 
with a 


The trade group shows a 3.79 per 
cent gain for the 1l-month period 


over 1939 although the month of 
November slid off 2.37 per cent 


from last year. 

Gains were also registered in the 
class group, both for the 1l1-month 
period with 8.74 per cent and for 
November with 10.79 per cent. 


Promotes New Container 
Hoffman Beverage Company, 
Newark, is using newspapers in 
New York, Newark and Bridgeport, 
Conn., for announcement copy for 
its new five-cent size container of 
pale dry ginger ale and club soda. 


¥ gain of 13.63 per cent for 
- : : retail stores of Montgomery Ward .. & , Large size insertions ‘ature the 
ing and pleasant. Imagination plays & Co., Chicago, since 1938 has been November of this year over 1939. pe ig be om MP 0 Bee ig Bat- 
an important role in the process. elected vice-president in charge of For the 1l-month period the gain ten, Barton, Durstine & Osborn, 
The manufacturing end of the retail sales is 10.47 per cent. New York, is the agency. 
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1940 1939 Lines Percent 
SPORTS AFIELD 141,478 128,081 13,397 10% gain 
OUTDOOR LIFE 175,997 166,065 9,932 6” gein 
FIELD and STREAM 198,247 190,504 7,743 4* gain 
National Sportsman 86,701 86,494 207 . gain 
Hunting and Fishing 78,734 84,597 5,863 7” loss 


7 


G THE FIEL 


SPORTS AFIELD leads the entire sporting magazine field with the 
greatest gains in advertising lineage for 1940, according to these figures 
just released by P. I. B.:— 


SPORTS AFIELD continues to lead the quality” sporting 


magazine field with the greatest gains in circulation and the 


lowest delivered cost per page per thousand. 


*more than five cents per copy 


SPORTS 


/A\FIELD 


444 MADISON AVENUE NEW YORK CITY 
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CHICAGO’S EXPANDING SALES OPPORTUNITIES? [i 


YOU CAN SELL MORE NOW 


AT LOWER COST 


WITH TRIBUNE ADVERTISING 


Today's sales prospects call for the intensified 
advertising coverage that takes maximum 
advantage of retail buying now stepped up 
by expanding industrial activity. 

Now is the time to overhaul your program 
so as to put the power into your advertising 
that will enable you to book more volume at 
less advertising cost. 

You can best take advantage of today’s 
brighter sales outlook in Chicago by building 
your drive around the Tribune. With over 
1,000,000 net paid, every day of the week, 
the Tribune on weekdays delivers from 
610,000 to 655,000 more total circulation 
than other Chicago daily newspapers. And 
on Sundays from 240,000 to 780,000 more 
than other Chicago Sunday newspapers 
deliver. 

Thru the Tribune alone . . . at one low cost 
... you get balanced, market-wide coverage 
of Chicago and suburbs . . . 460,000 more 
circulation on weekdays than is delivered in 
metropolitan Chicago by other daily news- 
papers. And from 365,000 to 455,000 more 
on Sundays than other Chicago Sunday 
newspapers deliver in metropolitan Chicago. 

The Tribune is the only newspaper which 


RLID’S 


has a volume of circulation equivalent to 
majority coverage of all Chicago families. It 
has far more circulation in every price class 
and income group in Chicago and suburbs 
than other newspapers. And, in addition, 
it reaches hundreds of thousands of prime 
prospects in the adjacent territory. 

The principal source of buying ideas for 
Chicago's largest constant audience, the 
Tribune is the basic medium for retailers 
who placed 65% more advertising in the 
Tribune than in any other newspaper during 
the first eleven months of this year. 

General advertisers testify to the Tribune's 
greater productivity by giving it a 52% lead 
in their linage during the same period. 

When you can have more, why take 
less? Half measures are unnecessary when 
you can expand your promotional effort in 
the Tribune and sell more volume at less cost 
per unit sold. 

Tribune rates per 100,000 circulation are 
among the lowest in America. For more in- 
formation on how you can increase sales in 
Chicago at lower cost by making the Tribune 
your basic medium, ask for a Tribune repre- 
sentative or consult your advertising agency. 


can have mort, why Take lesa? 


The Chicago Tribune offers advertisers Run of 
Paper black and white, and color; Rotogravure 
picture section sepia, and color; Comics section 
black and white, and color; Graphic section black } 
and white, and color. 


/_ 


NEWS PA PER 


Pe ror 


; che a aera 5.2 vite Pa i - w=! a “a ; : 4 y x : q ? 5 é . ° ¥ ee « 5 = s l i Tas Nai ds G = - ee os 
ee ee | 
= is 
> a 
Gi a é 
en bal 
i. 
™ 
ay 7 Sy e 
i. 
oe 
7 iva 
% 
é 
: ‘ad 
a el 
+ 
. aa 
Be | 
<a 
gaa 
ea 
ae 
a, 
—— 
< 
ae 
om: 
aie 
pee 
a 
i : ca 
— 
' 2 
4 
™. 
: 7 << : i 
Seon Ole de is ee * ers : 53 i. 
— : Ge": ‘ bo . sy 
bo Pg ie r, eed Ee E y 
be: a ; Me ie eer a ee 
: pees oe " : a : Hae Be 
a is , / ms nea “a * rm HA, Re of } , iB £ bre 
‘ e : ya of a anaes ee 
* « te Palppatigie 
-, 
: apart Tie ee ¥ + FS28 . » ” . ne - * ~ia 2 ea : 3 ~ . : .] at . * 2 P . - tae a” + 
St Way ae 3 - i : pau ~ : » ‘ a Y ¥ . = ot 2 
eae VE A ¢ wk ee k ai i at a 4 . ot “ Vit ant 4 . ‘ =ea oor ~ 
gee lees ' o  herntele Ye Cae Lee ia ee a ee Be, } 4 ; te, at E : ay i ea. " “ is Bede Pea TAC 
Se Wee lee ONE rena ht eT OR te ee a ae 4 ~w Pe : i ph Se ee ; 


q 


aa ee ok a 


ADVERTISING AGE 


December 16, 1940 


Advertising Age — 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Trade Mark Registered in U. 


Entire Contents Copyright, 1940, 


S. Patent Office 


hy Advertising Publications, Inc 


ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 100 E. Ohio St., Chicago eee ee 


New York Office, 330 W. 42nd St. 


G. D. CRAIN, JR., President and Publisher 


Del. 1337 


S. R. BERNSTEIN, Vice-President. O. L. BRUNS, Vice-President. E. KEBBY, Secretary 


Editorial Department 
S. R. BERNSTEIN, Editor; IRWIN ROBINSON, Managing Editor; MURRAY E. CRAIN, 


A. P. MILLS, RICHARD B. ESPEY, FRANK 


HICKS, RALPH O. McGRAW, E. C. HALL 


and J. CORTADA, Associate Editors 


Correspondents in 


All Prineipal Cities 


Advertising 


Department 


NEW YORK: M. D. Hicks, Eastern Advertising Manager; E. F. Thayer, Philip W. 


Murphy. 


CHICAGO: O. L. Bruns, Western Advertising Manager; J. C. Gafford. 
SAN FRANCISCO: Simpson-Reilly, Ltd., 


LOS ANGELES: Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, 


Russ Bldg., Walter S. Reilly, Manager. 


Manager. 


ATLANTA: B. Frank Cook, Walton Bldg. 


MEMBER 


Audit Bureau of Circulations, Associated 


Business Papers, Inc., National 


Publishers 


Association, Advertising Federation of America 


Vol. 11, No. 51 


December 16, 


1940 10 Cents a Copy, 


Advertising 


It may be taken matter of 
course that advertising interests 
will have to be on the alert in 1941 
to prevent the imposition of taxes 
by federal and state authorities on 
various forms of advertising ac- 
tivity. With all tax bodies looking 
for new sources of revenue, the 
important sums spent for advertis- 
ing seem to many a logical field 
from which to draw new and sub- 
stantial tax contributions. 

The introduction of a bill in Con- 
gress last week by Representative 
Voorhis, of California, providing a 
specific tax on all outdoor advertis- 


and 


as a 


ing, including restrictions on 
advertising expenditures of all 
kinds, is not particularly important 


in itself, as it will obviously not be 
acted upon before the adjournment 
of this session. But it is sympto- 
matic of what may be expected 
on a wide front during the next few 
months. 

Publicity given to the use of ad- 
vertising for the purpose of avoid- 
ing excess profits taxes has un- 
doubtedly suggested to Congress- 
man Voorhis and others who may 
be critical of or unfriendly to ad- 
vertising that some national legis- 
lation on the subject should be 


Long-Term 


Ever since the depression started 
early in the past decade, advertis- 
ing has been done, by necessity, 
largely on a hand-to-mouth basis. 
Most business executives have felt 
that they could not see the 
clearly enough to justify making 
long range commitments, and con- 
sequently they have planned adver- 
tising for short periods only. 

That policy has been a disadvan- 
tage to the extent that it has pre- 
vented manufacturers and 
from setting up objectives requir- 


ing longer term efforts through 


advertising, and has tended to over- | 


emphasize the kind of advertising 
which could be 
promptly. Today's 
been expected to 
business, and it has been 
planned and written accordingly. 
Some of the techniques which have 
been developed during this period 
have been the direct result of the 
demand for advertising capable of 
producing immediate results 

The national defense program 
has been set up on a basis which 
will require several years for com- 
pletion. The European war situa- 
tion may change in the near future, 
but regardless of the outcome, it is 


realized on 
advertising has 
produce tomor- 
row’s 


future | 


others | 


Tax Threats 


enacted, and in keeping with the 
spirit of the times, a revenue pro- 
ducing provision was tied directly 
into the regulatory 


act. 

When a new Congress meets next 
month, this and similar 
will probably be revived, and 
with many state legislatures hold- 
ing biennial sessions in 1941, state 
laws on the same general subject 
| will be proposed, if the information 
inow available is correct. Thus 
both at Washington and in the vari- 
ous state capitals, it will be neces- 
sary to be on guard to prevent the 
enactment either of tax measures 
or crippling restrictive or regula- 
tory laws which will seriously in- 
terfere with advertising activities. 

While it is unfortunate that the 
overemphasis which has been given 
to expenditures for advertising as 
a means of reducing excess profits 
taxes has placed a_ formidable 
weapon in the hands of those un- 
friendly to advertising, it is also 
true that the effort to tax advertis- 
ing would probably have been made 
anyway. The industry must there- 
fore be prepared for a real fight to 
maintain freedom from direct im- 
posts of this character, both federal 
and state. 


legislation 


Advertising 


unlikely that 


any national admin- 
| istration 


in America could disre- 
demand of the people for 
a system of national defense which 
|}would make this country impreg- 
nable against attack. Thus we may 
| be assured that the heavy expendi- 
|tures for defense purposes now be- 
ing made will be continued on an 


increasing scale for from three to 
\five years, regardless of war de- 
velopments abroad. 

These expenditures mean great 


| business activity during that period 
| They mean heavy increases in em- 
ployment, payrolls and retail 
penditures, and they assure 
markets against 


ex- 
active 
which to plan in- 


creased advertising and sales pro- 
motion efforts. At the same time 
they clear the way for business 


management to plan its advertising 
for longer periods than 
possible at any time during 
decade, 


has been 
the past 
and to establish objectives 
which may be more important and 
in some different from 
those which have been set up here- 
tofore. Such a change of policy 
and method should make advertis- 


respects 


ing sounder, more effective and 
more profitable than it has been | 
since 1930. 


Tel. BRyant 9-6432 


$2 Year | 


EMPLOYE SOLD ON COMPANY’ S ADVERTISING 


sed 


"Mr. Thurman, I'd like to see one of our company's booklets, 
in Fifteen Years. 


Des 


Moines Register & Tribune 


‘How | Can Retire 


Ad-libbing 


The Sadder Side 

A Scrooge among our. corre- 
spondents took time out this week 
to remind us that the Yuletide sea- 


| son doesn’t mean happiness and 
gifts for everyone. Consider the 
postman, the mail clerks, the de- 


partment store salesgirls and deliv- | 


erymen. To all of these the next 
few weeks will be the most hectic 
of the year. 


There are also, said this corre- 
spondent, the engravers and the 
printers, who sometimes are the 


victims of a squeeze play pulled by 
unthinking “best customers.” The 
latter have a friend (who may also 
have a friend) who wants a Christ- 
mas card engraved, printed and 
mailed. Surely, they argue, your 
shop can knock this off for us. 
(Privately they think that shop had 


blamed well better knock it off 
“After all, we’re one of their best 
customers.) And the engravers 


and the printers are caught short 
again. None among them has yet 
discovered a diplomatic way out of 
this jam. But before you all feel 
too bad, we might suggest that, 
while the Christmas card may be 
free, the charges on the customer's 
ensuing jobs may run just a wee 
bit more to sort of make up for it 


Sciatica, Here We Come 


Don't snarl at that beaming, 
cheerful giant you see striding 
down the street, his eyes shining 


with health. 


Booklet Free 
Enjoy the vigor that comes from retie nd ressure on 
spinal nerves 15 glorious minutes on Pans iculator gives 
pep like full gymnasium workout Hundreds of hos 
pitals, saeniteariumes end doctors use this ent spinal cor- 
reeu appli Send for F nok let 

PANDICULATOR CO. 220 Newman Stern Bias. .Cleveland.O 


he looks so healthy while you and 
most other mortals plod wearily 
along. The chap you see has prob- 
ably just gotten up off his pandicu- 
lator and we don’t mean what you 
think. According to Webster's, 
pandiculation means the act of 
stretching out the body as _ in 
fatigue or in drowsiness, or as at 
the onset of certain diseases. The 
pandiculator advertised in this copy 
is a simple device to help you per- 
form this act. 

The copy is rather 
get the idea (with the help of 
Webster's) that this contraption 
enables you to pandiculate (lie 
down) and at the same time give 
yourself a_ stiff workout. Copy 
doesn’t who straps you in or 
who lets you out in the ma- 
chine runs amuck. (Suppose you 
drop off into dreams; suppose you 
have a nightmare with your hand 
on the controls. Heaven help you 


brief but we 


say 
case 


' then!) 


|have one of these gadgets. 


Don’t be mad because | 


“Enjoy the vigor that comes from 
relieving pressure on the spinal 
nerves,” copy exhorts. “Fifteen 
glorious minutes on the pandicula- 
tor gives pep like a full gym work- 
out.” 

New products, new _ inventions 
are of course vital to the nation, 
and we think everyone ought to 
Every- | 
that is. We're still 
from our last gym 
some eight years back. 


body but us, 
recovering 
workout, 


The Quints, Kre-mel and Art 
We had almost forgotten about 
the Quints (never eat 
food) until they made their 
appearance in Kre-mel 
this color page series each of the 
Quints is sitting for a_ portrait 
drawn by Willy Pogany. Portraits 
of Yvonne and Annette have al- 
ready appeared, with 
other Quints to follow. Of interest 
besides the first class quality of the 
artwork, are the notes in each} 
advertisement on the children’s | 
various characteristics. Annette, it 
seems, is the most talented of the 
five. 
an exceptional “musical ear” and 
can play almost any tune with two 
fingers. Pogany’s portrait, in fact, 
shows her at the piano, with the 
two fingers about to go to work. 


Open Letter to Peggy Steele 

Dear Peggy: We noticed the 
picture taken of your party for the 
recent Tea Bureau advertisement 
in Life. This was the party, you 
will recall, where the guests were 
having a rather dull time until you 
served tea. The advertisement 
didn’t say what happened then but 
we got the impression that things 
became sort of hectic—although 
everyone was able to go home and 
get a good night’s sleep. (“Tea 
let's you sleep.”’) 

Now, with all due respect to tea, 
we can think of a few other things 


recent 
copy. In 


that might have made your party a 
bit gayer in the first place. No 
paper hats, for example, and no 


confetti or balloons. It 
men look kind of silly. 
that neither 


makes the 
We noticed 


you nor Carroll Brye 
had on any of that junk and you 
two looked rather good. Inciden- 
tally, who was that bellhop in the 
background? If he was a bellhop, 
why wasn't he serving the tea in- 
stead of you? And one more thing 


Even though the tea pepped up the 
guests, it’s possible that some of 
them were just a bit disappointed 
when you brought in the tray with- 
out a single sandwich or any other 
article of food on it. Surely if you 
can afford that confetti et al, you 
might at least have come through 
with a ham sandwich. Sincerely 


breakfast | 


those of the | 


She can't read a note but has | 


Information 
| for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1744. 


1941. 
U.S.Camera Magazine has issue 
this study, which provides a good 
picture of a typical U. S. Camera 


The Class Market o; 


reader—his occupation, income, in 
| terests aside from photograph) 
expenditure for equipment, and 


other details. 
No. 1745. Listening Audience, Cen 
tral New York State. 

This folder, issued by WSYR, 
Syracuse, has an inside pocket which 
holds loose leaves reporting five 
different listener surveys. They 
cover station popularity in princi- 
pal cities, in ten counties nearest 


Syracuse for both farm and city 
listeners, and in a typical farm 
region. The fifth survey shows 
|what local merchants think of 


| Warr as a mover of merchandise 


| No. 1746. 
ket. 
Packaging Parade offers this 
study, which tabulates a wealth of 
material on the packaging market 
Among other things, it gives the 
| value of packaging materials and 
;machinery produced in 1937; the 
|value of products in relation to 
| packaging materials used; and con- 
| centration of production in leading 
| package-using industries, with spe- 
| cific market data on these indus- 
\tries. Coverage of the publication 
lis given, with facts about rates and 
|/mechanical requirements. 


Your Packaging Mar- 


|No. 1702. Consumer Purchases. 


Cortland County, New York, is 
the locale for this study issued by 
Farm Journal and Farmer's Wife, 
covering consumer purchases of 
items ranging from cosmetics to 
automotive products. Charts show 
the per cent of purchases of all of 
these items by town, rural and farm 
families of five economic classes 
The similarity of town and farm 
| purchases in many instances, and 


|the greater use of certain products 

| by farm families are interesting 

|points in the study. 

|No. 1710. Industrial Genius in 
Action. 

Kimberly-Clark Corporation has 
issued this institutional brochure 
which is not only the story of 
/paper-making, but also a record of 
progress since the company’s 
|founding in 1872. The effect of 


this industry on the lives and jobs 


jof individuals and on other indus- 
ltries is brought out. 
No. 1703. Dodie’s Date. 

Dodie, the sub-deb, is a pretty 
important personage in the house- 
hold, and Ladies’ Home Journal 


tells why and how in this booklet 


Seems she’s style, brand and adver- 
tising conscious, and furthermore, 
she’s a buyer. What the Journa 


is doing about her and the mark 


she represents for advertisers 's 
also brought out. 
No. 1725. The Tri-Cities—a Pre- 


paredness Market. 

The Davenport - Moline - R: 
Island market is mapped and 
alyzed in this new folder issued 
the Rock Island-Moline Argus a! 
Dispatch. It brings out the curr 
activity of the area, due to the hu 
defense program at the Rock Isla! 
Arsenal, with consequent increa 


of employes, payrolls and buildi 
No. 1734. 1941 Media Data Fil 
Industrial Equipment News hi 


issued this file folder of factual in 
formation showing how to 
more than 53,000 operating men 
the general industrial market 


reac 


f gore 
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HOUSE & GARDEN 
TOPS EVEN ITS 
OWN HIGH RECORDS 


© NEWSSTAND SALES for 1940 at the greatest 


point in House & Garden's history 


© SUBSCRIPTION RENEWALS in 1940 


surpassing those of any other year 


® TOTAL CIRCULATION at the highest point 
in House & Garden's 3l-year career: in 
excess of 200,000, without a single install- 
ment-subscription 


© ADVERTISING LINAGE for 1940 the highest 
since 1937 


© THE DECEMBER 1940 ISSUE, just closed, 
breaking a 10 year record for December 
advertising linage 


© INQUIRIES FROM READERS setting a new 
record for volume: 1!1°% above 1939; 
10% above 1938; 23°% above 1937 


© MORE POINT-OF-SALE TIE-UPS, as 
indicated by 32% greater distribution of 
“As Seen In House & Garden’ display cards 
—and by: 


~ MORE NEWSPAPER MENTIONS OF HOUSE 
& GARDEN in the local ads of America’s 


finest stores—84% more in the first 10 
months of 1940 than during the same 
period in 1939 


COPYRIGH™ 1040. THE CONDE NAST PUBLICATIONS. INC 
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HEN the prices of House & Garden 

and Magazine B were equal, House & 
Garden established the impressive leadership 
of 162% in newsstand sales over Magazine B. 
This remarkable record of voluntary public 
demand speaks for House & Garden’s editorial 
authority, distinction, practicality and the com- 


eye 5 


i. as 
lye 5 9/4 wh 


5% year newsstand record through June 1940 (latest A.B.C. report) 


when there were two major home magazines selling at 35¢ per copy 


prehensive way it treats every aspect of the 
home. People who are really spending money 
on their homes...whether $10,000 for a new 
house or $10 for a new coffee table... make no 
bones about paying 35¢ a copy for a maga- 
zine of House & Garden’s character. This chart 
proves it. 


& GARDEN A CONDE NAST PUBLICATION «+ 42@E 
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gjand Prestige on the rise at 


MORE VALUE! 


: for Reader — for Advertiser 


House & Garden publishes more editorial pages than any 
other home magazine. These pages, covering every aspect 
of the home—building, remodeling, decoration, operation 
and gardening —are brilliantly edited to galvanize home 
dreams into buying action. In volume of editorial support, 
in the constructive character of this material and in its 
unique Double Number format, House & Garden takes 
first place as market-builder and sales-maker for adver- 
tisers of things for the home. 


In 1940, House & Garden led the entire home 
magazine field in the total number of editorial 


pages: 
314 pages on BUILDING 


46°/. more than the next magazine 


400 pages on DECORATION 


25% more than the next magazine 


344 pages on OTHER HOME SUBJECTS 


5% more than the next magazine 


TOTAL: 1058 PAGES 


(29% more than the next magazine) 


House & Garden is recommended to advertisers 
as a super-efficient means of selling to: 
I. A clearly defined market, gathered by the pub- 


lisher expressly with advertisers’ interests in 
mind ...a market able-to-buy and instantly 


responsive 
2. A circulation free of mushroom inflation, but * The 35¢ newsstand price and $3.00 subscription rate for 
growing steadily and soundly at 35° per copy 
on the newsstands; $3.00 a year by subscription House & Garden are vitally important to the advertisers’ interests. 
3. Individual families who are leaders of taste in , : —_— 
their communities and whose purchases influ- Together with House & Garden’s high editorial standards they 
ence wide circles of friends, acquaintances and 2 —_— . “ee 
observers (and who equally influence retailers) refine House & Garden’s circulation, freeing it of readers who 


4. Thousands of trade and professional factors 
with whom House & Garden maintains a close- 
knit relationship. Among them: 


lack either the interest or the means to buy fine home products. 
By the simple device of a “cover-charge , House & Garden segre- 


Department Stores Building Materials Dealers 

Furniture Stores Architects gates a circulation comprising only the most valuable prospects 
Interior Decorators Contractors 

Jewelers Developer-Builders 


for the advertiser. 
Black-and-white rates: $1600 per page; 


pro-rata for smaller space. 4-color page, $2500 


42HEXINGTON AVENUE + NEW YORK CITY 
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ADVERTISING AGE 


. 
Bee 


December 16, 1940 


Whassh That? 
Coppy Cccub 
Advertishing Agshe 

100 Eeesch Ohio Shtreet 
Chhhhucawgo 


Illnoy 
‘Ere Shhur: 

Been reedin. Fact issh I been 
reeding yer collum. Ssh a good 
collum. I like ut. 


I shee where 52 millyum barrelsh 
of beer been conshumed in 1940. 
Yew psychychic—’er ’v yew been 
drinkin the beer yersshelf? 
Wanna know. 
Howarp Ray, 
Howard Ray Advertising 
Agency, Los Angeles. 
vy 


Advises Customers 


That Orders Can Be Filled 


To the Editor: You may be in- 
terested in the method by which 
we are attempting to tell our cus- 
tomers that we are cooperating in 
the national defense program. 

We have developed an attractive 
red, white and blue envelope en- 
closure headed, “Our Stand on Na- 
tional Defense,’ which is signed by 
Charlie Foster, our general man- 
ager. This enclosure says: 

“We are attempting to do our bit 
for the national defense program by 
offering the services of our fac- 
tories and trained workmen to the 
national defense board. We are now 
making some defense material and 
plan to make more. However, we 
want our friends and customers to 


know that, while the nation’s inter- | 


ests must come first, our plants are 


still big enough and our men are} 


well trained enough to do this | 
extra defense work and still give 
you 24-hour service on all your 
orders. Our policy of 


service will not change.” 
We feel that more advertising like 
this might help to offset the feeling 
of some parts of the general public 
that industry is not doing its part 
in cooperating for national defense. 
R. A. CHILDERS, 
Manager of Roofing Sales, 
Southern States Iron Roofing 
Company, Savannah, Ga. 


Safety Posters 
Much Publicity 


To the Editor: Yesterday we 
sent you a picture of a rather un- 
usual dedication of a painted bul- 
letin here in St. Louis, about which 
you may want to have more de- 
tails. 

Due to an unusually high mor- 
taility rate from automobile acci- 
dents, St. Louis is particularly con- 
scious at the present time of the 
safety situation, so the Walter 
Freund Bread Company, a client of 
this agency, decided to cooperate 
with the mayor in helping reduce 
automobile accidents. 

Toward this end, they converted 
all of their painted bulletins to 
safety boards with only secondary 
mention of their product. Upon 
completion of the first board at a 
busy intersection, they held a dedi- 
cation ceremony at which the sec- 
retary of the mayor’s safety com- 
mittee, officials of the bread com- 
pany, and the outdoor company all 
spoke. In addition, a 45-piece 


Get 


band of the Post Office Junior Aux- | 


iliary played and a Boy Scout color 
guard presented colors. 
The complete ceremony with sales 


manager William Speeler of General | 


Outdoor Advertising Company put- 


ting the finishing touches on the 
board was broadcast over Station 
KXOK. All details were handled 


by this agency. 
Louis E. WESTHEIMER, 
Westheimer & Co., St. Louis 


ad v v 

Helps Children 
To the Editor: Each year WFBR 
through Ralph Powers on his early 
morning broadcast, has conducted a 
drive for used toys. These are 
repaired by the local Good Will 
Industry and the toys are in turn 


distributed by the Baltimore City 
Police Department to needy chil- 
dren throughout the metropolitan 


Voice of the Advertiser 


This department is a reader’s forum. 


’ 
one-day Wants Leaders to 


Letters are welcome. 


ALL FOR THE SAKE OF POOR CHILDREN 


areas of Baltimore. We are very pleased to note that 

This year to start the campaign the articles will be continued from 
off, Ken Murray, star of stage, time to time, and want to thank you 
screen and radio, very nicely con- 


for the intelligent and thorough 
effort put into them. 
LILLIAN BECKER, 
William O’Neil, New York. 


Lists Advertising Men 


Shown in “Who's Who” 


| 


To the Editor: We are glad to 
send you herewith the names of the 
advertising men who are listed in 
“Who’s Who”: 

Harry A. Batten 
Allen L. Billingsley 
Leo B. Bozell 
Alfred O. Buckingham 
Carl H. Brockhagen 
Earnest E. Calkins 
Ward M. Canaday 
Edwin R. Dibrell 
Roy S. Durstine 
Henry T. Ewald 
Kerwin H. Fulton 
John S. Getchell 
Rudolph Guenther 
Albert E. Haase 
Stephen S. Hannagan 
Giles M. Hubbard 
William H. Johns 
Otis A. Kenyon 
Arthur H. Kudner 
Russell Law 
William H. Long, Jr. 
Alexander F. Osborn 
Frederick O. Perkins 
Leonidas W. Ramsey 
Frank J. Reynolds 


William G. Rose 
Frederick F. Ross 
Frederick B. Ryan 
John G. Sample 
Gee Lynn Sumner 
James A. Wales 
Charles C. Younggreen 
HENRY BERN, 

President, Raymond Service, 

Inc., New York. 

P. S. When an 
listed in the book with two or 
more occupations, he is classified 
in our index under the first; hence 
Bruce Barton, for example, is listed 
as an author. 

[Editor’s Note: We accept no re- 
sponsibility for the accuracy or 
completeness of the list supplied by 
Mr. Bern, but we'll offer a prize— 
the most “Christmassy” necktie we 
can find—to the first reader who 


individual is 


‘sends in correct business identifica- 


tions for all of the names men- 
tioned. 
v v 
Bottlenecks 
To the Editor: Who's got the 
bottleneck? 


Business Week, Nov. 16 issue: 

Page 32, American Gas Associa- 
tion’s advertisement “Bottlenecks.” 

Page 39, Dictaphone advertise- 
ment, “Don’t you call me a bottle- 


neck.” 
Joun S. Roney, 


Detroit, Mich. 


sented to contribute the first toy. 
The photograph shows Mr. Murray 
giving Ralph Powers the toy panda 
bear which is sure to make some 
child happy this Christmas. This 
was arranged by the third person 
in the photograph, Wall Matthews, 
merchandising manager of the sta- 
| tion, and the whole thing took place 
| back stage at the Hippodrome The- 
later in Baltimore where Mr. Mur- 
|ray was making a public appear- | 
| ance. 

WALL MATTHEWS, 
Merchandising Manager, 
WFBR, Baltimore. 


v 


Tell Business Story 

| To the Editor: Your interest in 
our informal stockholders’ meet- 
lings has been extremely gratifying 
and encouraging to me. I wish to 
take this opportunity to thank you 
| for the gracious way in which you 
|interpreted our efforts to the read- 
-ers Of ADVERTISING AGE. 

I am hopeful that yours and many 
jother intelligent interpretations in 
j}the press will help to induce some 
,of the leaders of our great indus- 


tries to go out and tell the real 
story of business to the public 
through their own _ personalities. 


Personal contact, and the confidence 


it creates, is the most effective 
means of allaying the criticism 
jagainst business and erecting a 


force of active enthusiastic defend- 
‘ers for it. 
| It is worth all our efforts to pre- 
serve the freedom of our American 
industrial life and our individual 
enterprise system. 
JAMES F. BELL, 
Chairman of the Board, Gen- 
eral Mills, Inc., Minneapolis. 


v v v 
Inconsistent? 
To the Editor: After reading 
Cranston Williams’ retort to your 


jarticle on the Legal 
| Advertising Agency, we led to 
wonder who is being inconsistent 
when a newspaper publisher insists 
| that an agency issue a_ separate 


Status of an 
are 


contract for each client he serves. 
Should not an independent con- 
tractor be permitted to use his 


Does an inde- 
pendent wholesaler issue a separate 
contract for each retailer he 

or are we just being a 
naive” 


|space as he chooses? 


serves 
little 


ror RESULTS, It 


Established 1923 


HAS 


EVERYTHING 


ncluding WSYR 


% Payrolls Hit New 
10-Year Peak! 


% Current Consumption 
| At All-Time High! 


% Defense Orders UP 
Buying Power! 


ror SALES, It's SYRACUSE in 1941! 


“WSYR 


Louis E. WaAbE, 
President, Louis E. Wade, Inc., 
Fort Wayne, Ind. 


Covering the CROSSROADS of the EMPIRE STATE 


i ed 


SYRACUSE 


v v v 
Finds Articles Valuable 
To the Editor: I want to tell you 
how interesting we have found the | 
series of articles on advertising law 


by Harry Hibschman. These have | 
been written in such a direct and | 
complete manner that they have | 


proven very beneficial in giving us 
a clear comprehension of a phase of | 
advertising and promotion that is 
usually complicated and confusing. 


Symbol of A WILDER Station 


WSYR 


Syracuse, N. Y. 
NBC—570 Kc. 


WTRY WKNE 


Troy, N. Y. 


Full Time 
Authorized 


Keene, N. H. 
CBS—5000 W. 
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Industrial Court 
for Sherman Act 
Cases Suggested 


Washington, D. C., Dec. 12.—The 


Temporary National Economic 
Committee has released a mono- 


graph on “The Anti-Trust Division 
in Action,” which recommends the 
creation of an industrial court of 
five or seven members to hear all 
Sherman Act cases, in place of the 
usual court procedure now followed 
in cases of this kind. 

The monograph also suggests that 
the Department of Justice be given 
subpoena power so as to make it 
much easier to secure such infor- 
nation as it may desire; advocates 
ieavier civil penalties for anti- 
trust violation, similar to those set 
ip in the O’Mahoney bill; and 
irges the authorization of larger 
appropriations for the anti-trust 
livision. 


OUTDOOR CASE TO TRIAL; 
ASCAP CASE REVIEWED 

Washington, D. C., Dec. 11.—The 
United States Supreme Court de- 
cided this week that C. E. Stevens 
Company, Pacific Coast outdoor 
idvertising organization, has a le- 
vitimate cause of action under the 
Sherman Act against Foster & 
Kleiser Company, which it accuses 
of an alleged conspiracy in restraint 
of trade in the outdoor advertising 
business in California. 

Stevens charged a 
piracy to monopolize the outdoor 
business on the Pacific Coast, and 

one of the means of such monop- 
oly, to restrain interstate trade in 
outdoor posters, thus contributing to 
the injury complained against. 

In the original action, a federal 
district court held that Stevens had 
not presented sufficient evidence to 
make a case under the Sherman act, 
and subsequently a federal c'rcuit 
court of appeals upheld this conten- 
tion 

Stevens 


general con- 


sought Supreme Court 
review of these decisions in 
of this year, with the result that 
the Supreme Court reversed the 
lower court decisions, meaning that 
the case will be remanded to a 
lower court for trial on its merits. 
Stevens contended that through the 
operations of the Outdoor Advertis- 
ing Association of America Foster 
& Kleiser has furthered its conspir- 


acy and control over the outdoor 
idvertising field on the Pacific 
Coast 

Reviews ASCAP Case 


\nother decision of the Supreme 
Court this week, to review a deci- 

n holding invalid a Nebraska and 
nti-monopoly law which permitted 
ubliec performance of music when- 
ever the original purchase price had 
been 


paid may have an important 
bearing on the ultimate status of 
\SCAP and its current fight with 
the broadcasting industry 
The ruling which the Supreme 
Court will review grew out of a 


t originally filed in New York in 
1934, in which it was charged that 
\SCAP maintained a monopoly in 


THE VALUE 
03 INFORMATION 
§ MEASURED BY INS 
AEUABILITY 


JOHN BLAIR & COMPANY 


National Representatives 
of Radio Stations 


\GO—520 N_M gan Ave Superior &659 
N YORK—341 Madison—Murray Hill 9-6084 
I OIT—New Center Building—Madison 7889 
S IS—455 Paul Brown Bldg. —Chestnut 4154 
I \NGELES—Ch. of Com. Bidg.— Prospect 3584 
» FRANCISCO 608 Russ Bide Douglas 3188 


April | 


the music field, eliminated compe- 
tition between members of the so- 
ciety, and fixed prices. The trial 
was adjourned shortly after it got 


under way in 1935 to allow both 
parties to negotiate a_ settlement, 
but none was reached. A federal 
anti-trust suit against ASCAP has 


also been pending for more than six 
years, and the Supreme Court's ac- 
tion in the Nebraska case will un- 
doubtedly have an important bear- 
ing on this case. 


BREAD INQUIRY STARTS 

Washington, D. C., Dec. 12. 
action in the Department of Jus- 
tice investigation of the food in- 
dustry will take place in Phila- 
delphia, it was learned here today. 
A special federal grand jury will 


-First 


be impaneled there to hear evidence 
of alleged anti-trust violations by 
bread marketers in Philadelphia, 
Atlantic City and Washington 
duction of loaf weight and 
of bread prices is charged 


Re- 
control 


Venasco to Butler 


Venasco, Inc., New York, has 
named Butler-Advertising, New 
York, to handle a direct mail pro- 
gram for its Venetian blind sup- 


plies and Flextays metal slats 


Unlimited Time for WSPR 


A new directional antenna has 
been completed by WSPR, Spring- 
field, Mass., to allow the station to 
change its frequency from 1,140 to 
1,240 kilocycles and to go on un- 
limited time 


Knox Armstrong Joins 
Jahn & Ollier Engraving 


Knox Armstrong, who 
vertising manager for Wilson 
Chicago, for more than 10 years, 
and later held the same post with 
Victor Adding Machine Company, 
Chicago, has been appointed city 
manager of Jahn & Ollier 
Engraving Company, Chicago. 

A vice-president of the Chicago 


was ad- 


sales 


Federated Advertising Club, Mr. 
Armstrong also lectures on. sales 


and sales management for the 
YMCA Central College, Chicago 


Porter Appointed V. P. 

The Northwest 
Cloquet, Minn., 
Portet 


sales 


Paper Company, 
has appointed L. F 
Vice-president in charge of 


Bros., 


Horton Named Manager 


Elmer G. Horton, who has been 
a salesman for the Westinghouse 
Electric & Mfg. Company for 10 
years, has been appointed manage 
of the company’s New Haven, 
Conn., office 


Dodge Picks Woolsey 


W.S. Woolsey has been appointed 
regional truck manager of Dodge 
Brothers Corporation, Detroit, hav- 
ing charge of truck sales in New 
York, Pennsylvania, Maryland, 
West Virginia and Ohio 


GE Appoints Basford 

The General Electric Company, 
Schenectady, N. Y., has appointed 
the G. M. Basford Company, New 
York, as consultant in the 1941 Tri- 
Clad motor advertising campaign 


ALL THE COLORS IN HALFTONE 


a 


iy 


5 lead 


1939 ESNE 


Resuli. Photographic Preciseness in Reproduction that is Compelling and Convincing 


x SEBROF PROCESS OF POSTER REPRODUCTION 


INDUSTRIAL 


RESEARCH CITATION © 
and 1939 Ac+M MERIT AWARD 


«ROCHESTER 


DETROIT 
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DECEMBER LINAGE FOR CANADIAN MAGAZINES _ Pest Office was appealed to Wash-— FIRST A WHISPER, NOW A SHOUT 


a ae 1939 ington, but Ramsey S. Black, third 
Pages Lines Pages by ines Assistant Postmaster General, de- 
Ma 12.3 48,575 65.2 3.836 s6nn0 ss 8 . a ahh 
ot eel 46 11233 23.6 »2'543|\ creed “it’s got advertising in it. 
Canadian Homes & Gardens 39.9 6, 86 s2.4 21,805| His aide, Roy M. North, Deputy 
i 2.1 iif eo 17,628 . 
Canadian H Journa 1s ‘ 6.2 18.364 | Assistant Postmaster General, 
ah - : I 4 ; + te added “we like it but it puts prod- 
1 lonth 4% s 2.910 = 
ucts for sale before the public. 
Total Grow 184,329 | 150,665 A Viking official said that copies 
pieoher, including poultry and livestock in Canadian Farm Papers eae “ai < 
Free Press Prairie Farmer 10.9 14,983 10.0 s3,.082|0f the Bernays book are being 
dea ge ~— , ...,|Shipped via parcel post. “What 
astern zlition ‘ S062 ha.6 r,us§ pas * 
Western Edition 1s 1.804 8 25.751| else can we do?” he asked. Since 
° ee er’s ao ate & Home Magazine + 6  €@ee6 - ; : ot “Speak Up for Democracy” sells 
ina ar sur t man i o Ge 
Ww Producer 17 19.06 19.4 1.210|for $1, the parcel post cost repre- 
Farn Magazir 15.4 ] 1g 16.1 11,276 . — ¢ » lar . 43 
pesky yalgg here gigs Sao aia caret rie 11961 1S 6 iyo. | Sents an unusually large proportion 
Farm & Ranch Review 11.7 411 12.1 s,643|0f the purchase price. 


Total Group 11.572 isaosg| Wiking is at a loss to explain how 


| postal authorities can justify their TERE K ] ( M 
Ser monthly both issues included . . " : : ine 
ition tia — True, the bibliography in 
Fr igures supplied by Publishers’ Information Bureau, 


cludes films on subjects related to 
"4 issues 1940 ssues 1939 


Bion Si Sapien aah: 6 testes 4608 de *mocracy, and gives such data as 
|}how much they cost and where 


dass through the mail at the prefer- | they can be obtained. The pub- ae which civil 

Pe O. Rules Bernays ential book rate. (A saeie at the erg Ronnies genre g Rigen at ? . ened 
‘ ‘ book appeared in the Nov. 25 issue | "OW Such mate - . punted 

Democracy Book of hameuatien AGE.) sass “advertising. e %s at 

— Viking Press, publisher of the The first 80 pages of the paper- ms og wate bee 

Has Advertising 128-page “blueprint” for action by bound book are devoted to text. be nana satan 9 ta bol 

New York, Dec. 11.—Democracy | pubiic-spirited citizens, learned to The remaining 48 pages constitute ae ee 
is swell and so is the new book by | its dismay last week that New York | #? appendix which contains a wide fea fo 
Edward L. Bernays, “Speak Up for|postal authorities had ruled the | V@riety of material. Included are | * * — , 
Democracy,” according to  the|book could not be mailed at the | the text of such documents as the 
United States Post Office, but on/ usual rate of one and one-half | Declaration of Independence and 
the greunds that bibliographical cents, but must be sent as parcel|the Gettysburg Address, a list of 


material contained in the volume post at from seven to 15 cents post-| books, college courses, directories, | 
is “advertising,” postal authorities | age. channels of communication and | 
have refused to permit the book to The ruling by the New York | organizations. 
| 


Bei rae da @ in UNDER-WORKED INTESTINES 
a te —— 


™ |Double-Barreled Action—| a 


While the simple four-letter Anglo-Saxon words are still missing, this opening 
two-color advertisement for Saraka promises to reach a new high in frank state- 


in One of America’s Great, Expanding Markets! miei = 


smooth, not harsh; jelly-like, not 
oily.” 


Bowel ls Bowel An integral part of the new copy 

approach is the slogan that will be 

” . used hereafter: “Saraka, for Under- 
Worked Intestines.” 

in Aggressive The 1941 version of the Saraka 

story represents an interesting con- 

trast to the copy used in forme: 


. 
Saraka Campaign years. About two years ago, for 


example, it was reported that ex- 


P o tensive consumer tests of Saraka 
L axative Advertiser copy had reflected a squeamishness 
Gives Up Search for toward frank talk in laxative ad 
vertising. One proposed ad_ bors 
Pleasant Euphemisms the heading, “If your daily dozen 
| doesn’t, Saraka will.” But = con 


Bloomfield, N. J., Dec. 11.—j)sumers turned thumbs down on 
Casting aside namby-pamby termi- such an approach. 
| nology in discussing digestive prob- One of the unique aspects of 


lems, Union Pharmaceutical Com- Saraka’s rise during the past few 
pany has decided to call a bowel a years to a position of prominenc: 
bowel and during the coming year in the laxative field is the fact that 
will wage a campaign for Saraka national distribution was achiev: 
that will strike a new high in without the use of a single sak 
aggressiveness and frankness in man. The story was carried to th: 
laxative advertising. trade primarily through the bus 
Opening shots in the new cam- ness press. 
paign will be fired late this month 
in Life and This Week, to be fol- 


Consumer buying power is soaring today in dynamic Detroit. lowed by a list comprising several 
° , . . other national magazines. Later, | 
And The News is the one medium through which advertisers meneniirs oil tonal tadie daitens) 
can reach this buying power—quickly, effectively, economically. will be added. The campaign will | 
. , ’ be the first handled by Lawrence | 
Payrolls in Detroit are at, or near, new highs. The great C. Gumbinner Advertising Agency, | to think 
automobile industry is having the busiest winter in history! ee A giro Ragan og h about 
Tp , y < <a » Ss - 
Thousands of new jobs are being created by national defense hush out of constipation,” Saraka If you arent shelly snthotied 
: * ‘ ‘ise > “No trade ‘© eels with your SALES ... we be- 
orders and the employment curve is rising sharply. advised the drug trade this week. 4 aye 
— That the company will follow a os a og ~_ 
° . . . : | * advertising youve miges 
Keeping pace with the city it covers so completely, The through vigorously to attain this | mat oct em YOU CAN 
. > , . : r objective was evidenced by the first PT) ag Re yt eee 
News is recording new circulation highs with each month. In sian ak Ganeainne dant imate” po believe thet you 
: November the circulation reached an ALL-TIME HIGH for today. Spokesmen explained they | cain iciaie) Gaul eat Wiehe 
=i . : a ° hope to sell the “fundamental story advertising appropriations in 
= . . nda i al s y | i & appropriation 
a —e any month in The Detroit News' history Total net paid Sunday at tadk tenatives.” 4 err ther! two or more parts, spend one 
: ; . circulation, 431,909; total net paid week-day circulation, 358,306. believe has not been effectively — ge yor others, — 
: ~ . -— Ss LL. have advertising that 
> , , ‘ ; ; presented to the public up to now. | _ F 
Mie This circulation is concentrated in the Detroit trading area The opening insertion of the new | be wholly complete . . . and 
% ‘ ; or . tvive ie the Y : Ce eee satisfyingly able. BIG ad- 
where buying power is greatest. And 80.5% of The Detroit drive is _. — ... the oo and poor copy are just about 
= P . ° ’ siveness that ts to follow. “There is s able as SMALL ads and 
, as aote a 4 
News’ trading area circulation is HOME-DELIVERED. ton gates baestackeuh absent coneti- pl pyle ow Qype 
° F . F he pation,” the main headline reads. would you like? 
To alert advertisers who are looking for real action, t “Censtheation seeds to be teleed ; ; 
place is — DETROIT .. . the time — RIGHT NOW ... and about,” the copy continues. “For OREN ARBOGUST 
7 , ’ ‘ ‘eally s ‘thing to ADVERTISING 
al IT NEWS! you can really do somet 
the medium THE DETRO relieve common constipation.” Thirty N. Michigan Ave. 


Then the advertiser engages the CHICAGO 
reader in a_heart-to-heart little 
talk about elimination of waste, the 


need for exercising intestinal mus- 
cles and the usefulness of Saraka 
. in creating “the soft bulk so often 


needed to exercise the lazy intes- 


THE HOME NEWSPAPER tine and work the under-worked 


bowel. 
New York: 1. A. KLEIN, Inc. Chicago: J. E. LUTZ “Saraka is different. The gentle 


bulk it forms is soft, not rough: 
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ALC THIS... 
AND GYPSY TOO! 


(THURSDAY, DECEMBER 19th) 


CHICAGO AD CLUB XMAS PARTY 


FOR THE BENEFIT OF THE ‘‘OFF THE STREET’’ CLUB 


X we 
RR ot tHe 
Lh ounmeotin® Viable 
wie wie 
x AAC ently Pine Tonal’ 
once ¢ (ne, former 4° wee? 
col r) ot 4 of Oviss ot tv 
eco" ‘ ql a neo in gind | m 
ort wee itty Pan 
4 ined *ah-Or8 ah oF 
° » © m <\os* ¥ ye / 
He yo HE, of  70d°7 26 ’ 
oitY | edi ere pric? k ; Jack Gilford, the young comic who 
wwe ™ mvs’ yo s “Cor ! as , j appears in the musical, “Meet the 
ot ior oneh®, Krein com? , fi i ane : People," started out as a professional 
<o oo & word on ectorm " si amateur. That is, he would appear as 
wporet \ pat palet® ail 4 " fi an amateur for a secret $3.00 fee, with 
the opportunity of winning prize 


money. However, it was an Actors 
Fund benefit that gave him his op- 
portunity. He has rocketed to fame in 
vaudeville and night clubs throughout 
the country. 


PAT O’MALLEY 


MASTER OF CEREMONIES 


James Patrick Rudolph Francis 
O'Malley, better known as Pat 
O'Malley, is the wry humorist 
from Lancashire, England, who is 
the featured story teller on the 
radio program, “Alec Templeton 
Time”. . . The stories, which are 
written in verse, concern whimsi- 
cal characters, well-known in Eng- 
land, and their adventures. To 
give Americans his impressions of 
American institutions and person- 
olities, O'Malley often recites o 


GYPSY ROSE LEE 


Mistress of Ceremonies 


8 Clb 
tale such as “Sam Small and Pau! Fresh from New York where she was starred in Michael Todd's neation in - mobi 795 her 
Revere,” “Sem Small end Miles “Streets of Paris'’ at the World's Fair comes Gypsy Rose Lee to imaging” the audi i. People,” 
a 7 lg! Erbert and the add spice to the Ad Club’s Christmas party as Mistress of rocnanel” tate OF an id ever 
Ceremonies .. . Quick in repartee—as well as in other things— ug pd ®8 @ yea, thompie, 
Gypsy is best known for her burlesque of the strip tease. She has potion-w fame > we 4 
; < appeared in the Ziegfeld Follies of 1938 and in such motion She Artie Shoe ontest engi, in o 
Pe pictures as “Ali Baba Goes to Town," “You Can't Have Every- ®t the “te h an leoue’ 
thing,”’ and “Lucy Star.” Waren, ma clalty #6, a 
Hitches " will he y end ng 
in 


“FATS” WALLER 


Thomas Wright “Fats" Waller, now playing at the College inn, is 
known for his rolling baritone, his moving eyebrows and his con- 
tinvous od libbing during his performance of any number, original 
or standard... He has composed such popular tunes as “Honeysuckle 
Rose,” “Ain't Misbehavin',” the “London Svwite” (including Soho, 
Piccadilly, Mayfair, Limehouse, Whitechapel, and Bond Street); and 
two musical comedies, “Hot Chocolates,” and “Keep Shvufflin’.”’ 
He has appeared in such movies as “King of Burlesque,” with 

Warner Baxter and Alice Faye, and “Hooray for Love,” with LE 0 T E e R Y 
Gene Raymond and Ann Sothern. 

Leo Terry is a nationally known 
orgonist and has played in Chi- 
cago's largest theatres. Terry, who 
will perform on his portable Ham- 
mond organ, is also on orchestra 
conductor, composer, entertainer, 
producer ond writer. He was one 
of the originators of novelty organ 
solos. 


Good Food 


* 
Big Show 
e 


PRIZES 


S MILLER & HUTCHINGS, int. 
GALORE ~— 


CHICAGO PHOTO ENGRAVERS ~ 
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But, Joe- 


What makes you so sure NBC RED 


is the Jest network buy? 


Smash-Hit Programs 
Clear Reception 


..Give NBC Red 


41.7% Preference 


NEW YORK, N. Y.--Latest refrain 
among advertisers, and through offices 
of their agencies, too, is: “Have you 
seen the results of the first All-County 
Census of network listening habits ever 
made?” 
First Nation-wide Survey 
This Census recently completed by 
NBC is meeting a long-felt) need be- 
CAUSE, by Size and completeness, it con- 
stitutes an unparalleled job in radio re- 
search. Never before has every county, 
in every state, been surveyed NBC sent 
out 1,425,000 questionnaires but for 
simplicity’s sake, asked only two ques- 
tions: (1) What stations do vou listen 
to reqularly? (2) What one station do 
you listen to most? 
Sweeping Victory for RED 

To avoid any claim of prejudice, NBC 
had the replies sent to CL E Looper, 
Ine., for tabulation. 166,000) families 
(one out of every 16S) sent in more 
than 1,000,000 station call-letter votes 

Results brought out some surprising 
figures 1) Over the entire COUDLTY, 
89.1. of the listening families tune 
regularly to NBC RED during the eve- 


ning: 74.7°° during the daytime. (2) 
The network most people listen to most 
isNBC RED... 


41.7°) over any other network. 


with a preference of 


Shows, Stations, Responsible 
Such a preference will not astonish the 
person who realizes there are only two 
reasons Why listeners choose any given 
station. The first reason lies in the pro- 
grams they get. The second lies in the 
clarity with which that station comes 
in on their set. Neither factor, alone, is 
ever sufficient. But both together create 
an appeal that becomes irresistible in 
any section. 


RED Better than Ever Today 


NBC RED, from the very start of radio, 
has been known, to the public and 
advertisers both, as the network that 
opened the airwaves with the world’s 
gyrentest parade of guest stars and tal- 
ent. Today, their “parade” is bigger 
than ever. And the millions who tune 
in find NBC RED comes in clear-voiced 
and full-throated thanks tostrategic 
stations... expertly built for depend- 
able performance. 

Radio time-buvers have long been 
saving that with such five-star programs 
and station facilities, NBC RED) was 
bound to hold the “network preference,” 
Now NBC's All-County Census figures 
prove NBC RED the most deeply en- 
trenched in the listening habits of Amer- 
ica’s 28,000,000 radio families. 


’,” 
here now... 


“T. W., for years I’ve been telling you that be- 
cause NBC RED has the best programs... the best 
Stations... it offers us the biggest audience of any ad- 
vertising medium. Well, now I can prove it! I've just 


been checking the first all-county census of radio lis- 


tening habits to stations and networks, ever taken over 


this whole country. NBC’s RED Network man is 


WEAF’s New Giant-Size 
Voeal Chords Startle 


Metropolis 


New Signal on NBC RED’s 

Key Station Wakes City with 

Voice Two to Ten ‘Times as 
Strong 


ON THE MORNING of November 
Sth, numerous astonished metropolitan 
families many of whom leave their 
radios tuned at night, ready to cateh 
the early-morning broadeasts woke 
with a start to hear a giant-size voice 
booming through their apartments 
These families had not known that, 
during the night, WEAF’s “voice had 


changed”... beeome tiice as strong in 
Brooklyn ee four limes as strong in 
Queens .. . fen times as strong in the 


heart of Manhattan and throughout 
Northern New Jersey 

Naturally, they were amazed. That 
morning, and practically every day 
since, NBC has heard constant de- 


lighted comments from radio fans, tired 


of struggling with static, that WEAF 


now comes in so clear and strong it 


NBC RED NETWORK 


The Network Most People Listen to Most 


A Radio Corporation of America Service 


fairly knocks people out of their chairs 
stronger than any metropolitan 
station. 

Typical of NBC's science and service 
is the research that went into this pow- 
erful improvement. 

First the distance between the 
WEAF transmitter site and the center 
of New York City has been cut almost 
in half, 

Second——W KAF’s new signal is now 
condueted in over the “salt water way 
of Long Island Sound... and salt wat: 
is acknowledged the finest conducto 
for radio signals in the world. 

Third every latest technical im 
provement developed by RCA ane 
NBC engineers has been incorporate: 
in WEAP’s new equipment, giving thi 
50,000-watt, Class LA, clear-chann 
station an efficieney ... and a reception 
appeal... unparalleled in radio history 

Again, NBC RED gives to all adver 


tisers the cleare st, most Vital, gost 


foreeful voice for telling the publie their 


sales story. 
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¥ 
“Well, Joe... why get excited about another survey 7 What's “TW ., this ts the first all-county survey ever made! NBC 


so unusual about this one?” sent 1,425,000 questionnaires... to every county, in ewery 


state. They asked two questions: What stations do you listen 


to regularly? .. . What one station do you listen to most? 


“You're right! This census proved that NBC RED ts tuned 


in regularly by S91 of all listening familtes during the 


“Okay, what were the results? Maybe this census does really 

prove something about relative network values.” 
evening... by 74.7 during the day. What's even more im 
portant... it proved that NBC RED ts the network listened 
to most by 41.700 more U.S. radio families than any other 


nel res) rk. 


IF YOU HAVEN‘ 


SEEN THE RESULTS 
OF THE NBC ALI 
COUNTY CENSUS 


OF NETWORK LIS 
rENING HABITS 
YOU'RE NOT UP 


rO-bD 


\TE ON RADIO 


VALUES 


$ 


i - : 
one ‘<i Pe 
ante, ae OOF a # 


“NBC's man is on his way now, to see you. Look over the 
vou'd been right, from the start! | want to study that survey figures, TW. When you see them, you'll have to admit that 
refully ...” NBC RED 1s the network most people listen to most.” 


~~ 


‘1.7%! Did I get that figure right, Joe? Say... it sounds as 
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Significant Developments 


Waste Heat Useful 
in Cement Industry 

Although great amounts of heat 
are utilized in the manufacture of 
cement, it was not until recent 
years that the industry has been 
making use of enormous amounts 
of heretofore waste heat which re- 
sulted in the process. In discussing 
an installation of waste heat boilers 
in one Midwest cement manufac- 
turing plant, Concrete for De- 
cember reveals that close to 40 per 
cent of the heat applied to rotary 
kilns formerly was carried out 
through the stacks and wasted into 
thin air. 

Engineers responsible for this 
estimate have made the further 
calculation that the amount of heat 
wasted in that manner was equiva- 
lent to 50 pounds of coal to each 
barrel of clinker produced. In a 
plant having a daily output of 3,000 
barrels of cement, that meant a 
waste of around 75 tons of coal in 
each day of operation. 

In the particular plant referred 
to in the article, the waste heat 
boiler installation generates all the 
electrical power needed for opera- 
tion of the plant and some to spare. 


Labor Turns 
to the Right 

Forecasting a period of construc- 
tive cooperation between labor and 
management, the results of a na- 
tional survey recently completed by 
the editors of Mill & Factory show 
that the labor movement has defi- 
nitely turned to the right, says 
Hartley W. Barclay, editor, in the 
December issue. 

Left wing activities have dropped 
to an almost unprecedented low, 
and as a result smooth-working 
relationships between manufac- 
turers and labor organizations can 
be developed on a_ scale which 
would have been impossible as re- 
cently as September. In only two 
cases out of the 97 company records 
studied, were there found any ex- 
amples of labor union interference 
with the use of new materials, 
methods, machines, processes, tools, 
or parts, the editor points out. 

Small evidence of efforts to sab- 
otage production were found and 
these were not clear-cut. The use 
of the boycott appears to have been 
abandoned, at least temporarily, 
and the use of the communist tech- 
nique of the slowdown ap- 
pears to have been 
the time being. 

The survey was conducted among 
representative industries in De- 


also 


The Business Digest 


Reported by the Business Press 
Edited by RALPH O. McGRAW 


discarded for | 


in Trade and Industry as 


|troit, Cleveland, Toledo, Syracuse, 
Buffalo, Rochester, Pittsburgh, Al- | 
bany, Worcester, Hartford and Bos- 
ton. The conditions observed were 
practically an about-face since a 
year ago last September when the 
publication made a similar survey 
}upon the opening of the European | 
war and found a wave of sabotage 
and disruption in many of the| 
country’s most important plants 
|which were working on war goods 
orders. Following a study of these 
conditions by the Federal Bureau 
|of Investigation and the application 
lof corrective measures to prevent) 
further difficulties, labor in 95 per 
cent of the plants surveyed appears 
to be cooperating with manage- 
ment 100 per cent. 


Pressure Pack Is 
Newest for Coffee 

Introduction of the vacuum-pack 
process of packaging coffee was a 
big forward step inasmuch as it 
greatly extended the area of the 
market which could be reached 
from a coffee roasting plant be- 
cause the process retained full fla- 
vor of the coffee for a _ longer 
period than any previous method 
of packaging. Now, however, in- 
stead of using a vacuum-pack, one 
coffee packer has adopted a pres- 
sure pack process which is claimed 
to maintain the coffee flavor even 
longer than the vacuum method. 

The process is described in the 
December Food Industries and is 
called the Tone process, after Tone 
Bros., Des Moines, Ia., which has 
developed it. The theory of the | 
new process is in reality an ex-| 
tended application of vacuum | 
|packing. Within an hour and a half | 
lof roasting the coffee is weighed 
into the cans and fed by conveyor | 
to the processing machine where | 
\it is subjected to two alternate ap- | 
plications of vacuum and pressure. | 
During the last pressure cycle the | 
cans are sealed with the inert gas 
used left in the can. The gases | 
used to replace the exhausted air 


|examination, 


|are produced in a generator which 


delivers a gas mixture of 80 per 
‘cent nitrogen and 20 per cent car- 
| bon dioxide and carbon monoxide. 
The latter are the gases driven off 
by the process of roasting coffee. 
Apparently, the higher the carbon 
|}monoxide content, the better the 


|packing result as revealed by cup. 


testing, the article explains. 
Pressure packed cans are sealed 
at a pressure only slightly above 
atmospheric. Exuded gases in the 
course of a few days build up a! 


col@ecting 


“LETS HELP YOU KEEP HOUSE” 
Five Days a Week on ST. LOUIS KWK 


the can of several 
Delicate gas testing appa- 


pressure in 
pounds. 


|ratus usually indicates no oxygen, 
|rarely even a trace, thus prolonging 


the freshness of the coffee. 


Dental Service Which 
a Dentist Would Expect 


Discussing the opportunities 
which dentists pass up to increase 
their practices and at the same time 
render better service to the public 
in maintaining dental health, F.C. 
Runge, D.D.S., in Oral Hygiene for 
December, outlined how he would 
like to be handled by a dentist to 
whom he might submit himself for 
knowing what he 
does about the dental business. 

Overlooking the physical aspects 
of the establishment, which he 


|feels should be appropriate but not! his needs. 


| fancy or dramatic in character, he 
would expect a cheerful greeting, a 
|prompt and confident approach by 
|the operator, and a thorough un- 
|derstanding of his dental needs as 
a result of a careful examination, 
|after which he would expect to be 
|} shown, rather than told, just what 
needed to be done. He would not 
approve of technical terms—with- 
out explanation—or a tendency to 
be expected to submit to the oper- 
ator’s plan without a full under- | 
standing of what was to be done, 
how it was to be done, and how 
much it was to cost him—and how 
he might be expected to pay for it. 

This dentist says he would ex- 
pect to be shown how the dentist 
‘arrived at his conclusions, and told 
why the proposed service would fit 
“But how often do we! 


do exactly that?” he questions. 
“How often are we influenced by 
his—to us—evident inability to buy 
what we have to offer. How often 
are we too busy to fulfill our duty 
to him and, instead of referring 
him to a confrere, do we do as lit- 
tle as possible? It is my firm be- 
lief, based on over 40 years of ex- 
perience, that we are too often 
merely caring for the most obvious 
of his needs, instead of carefully 


giving him the chance to really 
| benefit by our best.” 

The writer emphasizes how 
highly most people value _ thei: 


'teeth as important to their person- 


alities and how eager many of them 
are to make such sacrifices as may 
be needed to preserve them. It i: 
his opinion that dentists are to 
lax in dealing with this attitude, t 
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the detriment of the welfare of the 
public and dentist alike. 


Airline Operations 
in the Sub-stratosphere 

The era of high altitude flying is 
here, says D. W. Tomlinson, vice- 
president in charge of engineering, 
Transcontinental & Western Air, 
Inc., in Aero Digest for December, 


in an article tracing the develop- | 


ment of this latest achievement in 
commercial aviation. Little had 
been done on the practical aspects 
of flying passengers above 12,000 
feet until 1935, when TWA under- 
took to sound out the possibilities, 
and now economical operation up 
to 20,000 feet appears to be en- 
tirely possible. To go higher would 
involve excessive initial plane costs 
because of added structure and 


power problems. 

According to Mr. Tomlinson, it 
has been found that the TWA 
Stratoliners now being operated 
across the continent on regular 
schedules operate most efficiently 
between 12,000 and 16,000 feet. At 
higher altitudes it is necessary to 
use the high speed blower in the 
super charger with a consequent 
decrease in fuel economy which is 
not entirely compensated for by 
the increased speed. Also, for 


time consumed in climbing to 20,- 


000 feet counteracts the gain in 
jspeed obtained at that altitude. | 
| Operation at altitudes up to and 


j}above 30,000 feet are possible with 
| proper 


equipment, 
would not 


the cost of 


which be justified by 


| shorter flights. 


Future transports, the aviator 
says, will, however, fly somewhat 
higher than they do today, perhaps 
up to 25,000 feet to clear excep- 
tional weather. The normal flying 
level will be about 20,000 feet, 
which is optimum for flights of 
1,000 miles. Cabin pressure con- 
trol will be improved. Pressuriza- 
tion of cabin will commence im- 


|mediately after take-off regardless 
|of the altitude of the field and will 
|be wholly automatic. 
flights of less than 1,000 miles, the | 


A pressure 


altitude of approximately 8,000 


| feet will be maintained in the cabin 


up to an altitude of 20,000 feet. 


White to Art Photo 


Harvey White, New York, has 
joined the staff of Art Photo Asso- 
ciates, Chicago, as photographer 


WTAD Joins CBS 


Station WTAD, Quincy, Mo., will 
become affiliated with the Columbia 
Broadcasting System as a member 


of its Basic Supplementary 


Jan. 1, 


of CBS stations to 123. 


Compton Adds Two 


yroup 
bringing the total number 


Marjorie Souders, formerly with 


McCann-Erickson, 


New York, 


and 


Jameson Campaigne, formerly with 


Yardley 


& Co., 


have joined 


the 


radio department of Compton Ad- 
vertising, New York. 


Appoints Horton-Noyes 


The 
Fire 


Associated Factory 
Insurance 


Companies, 


Mutual 
Provi- 


dence, R. I., has appointed Horton- 


Noyes 


Company, 
jhandle its advertising. 


Providence, 


to 
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Adam, you know, was born hungry. And 


modern Eve rates a Nobel Prize (no less) 
for keeping 4er Adam well-fed and well- 


nourished: a healthy candidate for suc- 


cess! To these people...who lead a 


suburban mode of life... food isn’t just 
“vittles.” It’s a big adventure! Cooking 
isn’t a hateful chore. It’s a real pleasure! 


Add to this appetites sharpened by a daily 


MORE THAN 2,200,000 FAMILIES 


Home Market 


se aad 


round of gardening... plus children on the go-and-grow...and you 
have the best food-prospects in the world! Perpetual Awnger makes 
for perpetual motion in the kitchen...and perpetual emotion in the 
dining room. What’s more, there's never a doubt as to how a dish 
will turn out because they look to Better Homes & Gardens as their 
Food Authority...the last word on foods and recipes! 


It is highly significant that each passing year brings Better Homes & 
Gardens not only more food linage but more linage in everything else 
that makes for better homes...inside and out! Here, Mr. Advertiser, 
is America’s Biggest Swburban Home Market... 2,200,000 families 
with above-average incomes and with eager appetites for what you 
make and sell! Meredith Publishing Company, Des Moines. 


Add Newspapers, 
Change Appeal 
for Mutual Fire 


New York, Dec. 12.—The Mutual 
Fire Insurance Association of New 
England added daily newspapers to 
its advertising schedule for the first 
time since its formation in 1879 
when it began a campaign this week 
in 55 newspapers in Massachusetts 
and New Hampshire. Business 
papers and direct mail have been 
Mutual’s only advertising media. 

The campaign follows a test con- 
ducted in July, when Muir & Co. 
was appointed to handle the account, 
in which 14 daily papers were used. 


Expansion will depend on results 
achieved in the current campaign 
which is considered a test on a 


larger scale. 

Departing further from previously 
established advertising policy, Mu- 
tual has deleted the fear angle from 
its copy and instead is stressing the 
contributions that insurance and 
insurance agents make to the eco- 
nomic machinery of a community 
and its standard of living, in addi- 
tion to the financial protection af- 
forded by fire insurance. 

One insertion describes agents as 
“experts for defense—of your home 
and community.” Another points 
out that the money paid for fire in- 


surance is divided among “you- 
your neighbor — your grocer — the 
general public gets almost every 


penny of it! In 1939 alone, the 23 
New England Agency Mutuals spent 
nearly $4,000,000 for inspections, 
printing, wages, advertising, com- 
missions, rentals and other services 
which contribute to the welfare of 
your community.” 

Insertions are scheduled to ap- 
pear weekly with a lapse of about 
a month in December. 


Oklahoma Hotel Men 

to Continue Tourist Drive 
With the abolition of the state 

| tourist bureau, the Oklahoma Hotel 

Association has decided to continue 


promotion of travel in the state 
with its own funds and effort. The 


association, which is practically 
synonymous with the Oklahoma 
Travel Association, plans to con- 


tinue the travel group’s program of 
selling stamps to tourists and others 


which advertise the state’s inter- 
esting spots. 
The association sidetracked a 


proposal to legislate 
tourist bureau. 


for another 


Offers New Soap 


Manhattan Soap Company, New 
York, has introduced a new toilet 
soap, Garden Bouquet. The new 
product is planned for the lower 
price market and will be distributed 
through the same channels as 
Manhattan’s Sweetheart soap. 


Clapp in Test Campaign 
Free trial packages of its new 
cereal for babies are being dis- 
tributed by Harold H. Clapp, Inc., 
Rochester, in Jacksonville, Fla., in a 
test campaign which, if successful, 
will be extended to other cities. 
Young & Rubicam has the account. 


35,021,292 
IN KEY MARKETS! 


That's the average circula- 
tion per week on 3578 cabs 
in 43 key city markets—at 
a cost of 10.4c per 1000! 
For details, write Wm. E. 
Whaley Co., Washington 
Bldg., Louisville, Ky. 


WHALEY 
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Latin-American Buyer's 
Guide Published 


The first issue of Latin-Ameri- 
can Buyer’s Guide, published by 
the Latin-American division of 
Chain Store Age, has just been 
released. Printed in Spanish, the 
book lists in its 140 pages more 
than 2,700 makers of consumer 


items produced for export to South 
and Central America, Mexico, West 
Indies and the Philippines. 

Included in the book is a review 
of the retail setup in the United 
States, telling Latin-American mer- 
chants how the types of products 
they sell are distributed here. 


Famous-Barr Uses 
16-Page Roto Section 


Famous-Barr Company, St. Louis, 
used a 16-page rotogravure section 
in the Dec. 1 issue of the St. Louis 
Post-Dispatch to picture its array 
of Christmas gifts. 

Nine pages were in four colors, 
the remaining seven being in mono- 
tone. 


PHOTOS 2:!25¢ 


In lots of 100 or more 
Use actual photos In your catalogs, portfolios, direct 
mall Send photo or negative We do the rest. 
Quotations supplied for any size. Same low prices. 
Photo post ecards {'/2¢ In lots of 1000. 
Window Displays— Enlargements— Transparencies 
Commercial Photo, 41 W. 45th St., N. Y. C. 


Fresh to Launch 
New Attack on 
Deodorant Field 


Louisville, Dec. 10.— Scheduling 
its largest advertising campaign in 
behalf of Fresh, Pharma-Craft Cor- 
poration, a subsidiary of Frankfort 
Distilleries, will make its most am- 
bitious bid for the rich deodorant 
market this winter, it was learned 
today. 

The drive will 
with insertions in February issues 
of Good Housekeeping, Ladies’ 
Home Journal, Macfadden Women’s 
Group and McCall’s. The new ef- 
fort will mark a switch in advertis- 
ing strategy, since previous copy 
for this product appeared mainly 
in newspapers. About $25,000 was 
spent in this medium last year. 

Young & Rubicam, New York, is 
the agency in charge. 


get under way 


Snyder Aircraft Appoints 
Snyder Aircraft Corporation, 
Chicago, has appointed Lane, Ben- 


|son, McClure, Chicago, to handle its 


advertising. 
“Thrilling Group” Moves 


Standard Magazines and Better 
Publications, publishers of the 


POPULATION CHANGES BASED ON FINAL CENSUS BUREAU FIGURES 


ee, 


PERCENT OF INCREASE 


Cd 
“Ls 


INCREASE FOR UNITED STATES 7.2 


KANSAS 


INCREASE IN POPULATION OF THE UNITED STATES, 
BASED ON FINAL 


FIGURES « 


1930 TO 1940 


“ | 


Changes in population of the United States during the decade from 1930 to 1940, based on final figures of the Bureau 


of the Census. 


Similar maps previously released have been based on preliminary figures. 


“Thrilling Group,” have moved | offices 
executive, advertising and editorial! York. 


to 


10 E. 40th 


street, 


New 


As a salute to the importance of the 
Jobber and his salesmen, the December 
issue of JOBBER TOPICS carries more 
pages of aftermarket advertising than 
were ever printed in any other auto- 
motive trade paper. 


THE Irnvinc-CLoup PUBLISHING Co. 


Publishers of Jobber Topics and The Super Service Station 


NEW YORK . 


CLEVELAND 


New Package Aids 
Glamorous Quins 
to Promote Karo 


New York, Dec. 10.—Corn Prod- 
ucts Refining Company has repack- 
aged its Karo corn syrup in glass 
containers, and 1941 advertising will 
feature the product’s new package 
in conjunction with color reproduc- 
tions of the Dionne quintuplets used 
currently. 

Karo has been packaged in tin 
exclusively for 37 years, but the 
change to glass was made for sev- 
eral reasons. The new package is 
sufficiently attractive to be placed 
on the dining room table, and will 
lend itself to store display more 


readily than in the past. 


A heavy program of advertising 
in national magazines and farm 
journals is planned, beginning prob- 
ably in February issues. The list 
includes Capper’s Farmer, Country 
Gentleman, Farm Journal & Farm- 
er’s Wife, Farm & Ranch, Fawcett 
Women’s Group, Household, Ladies’ 
Home Journal, McCall's, Macfadden 
Women’s Group, Modern Magazines, 
Progressive Farmer & Southern 
Ruralist, Successful Farming, True 
Story and Woman's Home Com- 
panion. 

Advertising in business papers 
and medical journals will also be 
continued, and special campaigns, 
probably in newspapers, may be in- 
stituted in certain markets where 
syrup sales are always high. C. L 
Miller Company is the agency. 


WOR Has New Rate Card 

Station WOR, Newark, has issued 
a new rate card. Basic rates remain 
unchanged. 


FOR PRINTING PLATES OF STERLING QUALITY 


STERLING 
~ ENGRAVING 


PHOTO-ENGRAVING IN COLOR PROCESS, 
BLACK AND WHITE, BEN DAY, LINE 


WET-PROOFING ON FOUR CLAYBOURN 


AUTOMATIC 4-COLOR PROOFING PRESSES 


DAY AND NIGHT SERVICE 


304 £. 45TH STREET, NEW YORK, N.Y 
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Max Wylie Points 
a Script at ‘We 


Are Not Listeners’ 


Daytime Serials Perform 
Useful Function, CBS 
Expert Says 


New York, Dec. 10.—One of the 
most cogent replies yet issued 
radio critics who comprise the “We 
Are Not Listening” school of 
thought, was penned by Max Wylie, 
script and continuity director of 
the Columbia Broadcasting Sys- 
tem, in conjunction with his selec- 
tion of the “Best Broadcasts of 
1939-40," issued by Whittlesey 
House. 

“The 


serials 


reason 
are on 
many millions 
hear them,” Mr. Wylie 
“There are millions 
America who work 
than the ‘We Are Not Listening’ 
women, who live on less money, 
and who find in these tales of fam- 
ily life and typical or 
mance their only exercise of rev- 
erie, their solace and the sustaining, 
if imaginary, extension of their 
own lives, their own personalities, 
and their own best conception of 
themselves. 


So 


the 


many 
air is 
of women 


daytime 
that 
want 


so 


of women in 
much _ harder 


Heroines All 

“The daytime serial makes life 
endurable to many millions of wo- 
men who never before have experi- 
enced the thrill of being told how 
wonderful, how’ resourceful, 
valorous they are. 
don’t have heroes; they have hero- 


to | 


} 


to | 
declared. | 


atypical ro- 


how | 
Daytime serials | 


ines. A whole matriarchy has 
built itself up around these resili- 
ent, albeit fictional, females. The | 
listeners identify themselves with | 


the best types in all these endless | 


stories. They do it in the same way 
that readers do with all fiction. 
The serial makes it possible for 
those to live a little in their own 
spirit who are domestically sur- 
rounded by dishes, money worries, 
empty lives, tired or unromantic | 


husbands, ugly back yards, or flat 
feet. 

“The serials are for these women. 
There are about 25,000,000 of them. 
The serials are not for the ‘We Are 
Not Listening’ women, were never 
intended for them, do not claim to 
interest them or bring to them any- 
thing experiential, social, or cul- 
tural that they can possibly enjoy. 

“But for these very women (and 
it is interesting that there is rarely 
an underprivileged one among 
them) to rebel at the whole output 
of radio in order to press down on 
its (to them) most reprehensible 
feature is not only completely self- 
ish but completely indefensible. 
Shall we put on the Budapest 
Quartet for two hours every morn- 
ing and three every afternoon for 
the 2,000,000 who would like it, 
and shall we do so at the expense 


KAUFMANN & FABRY CO 


¢ - a) 
of the 20 or 30,000,000 who listen 
all day long to what they are 


already getting? Certainly not.” 
Mr. Wylie slipped over his coup 
de grace in these words: 
“It will be time to take the day- 


time serials off the air when the 
women who don't like them now 
can persuade the women who do 
ike them not to like them any 
more. I doubt if they can do this 
Most of the women who do not 
listen have a boiled dinner on top 


of their head instead of a hat: and 
in the case of some, I fear, a boiled 
dinner inside their head instead of 
the machinery of thought.” 

The CBS executive also offered a 
succinct evaluation of American 
radio compared with the 
tems in other lands. “English radio 
schoolmaster. German radio 


as Ssys- 


Is a 


is a drillmaster. American radio 
is the reciting pupil of its own 130 
million tutors. In Germany 
take your radio and like it. In Eng- 
land you take it or leave it In 
America you get what you ask for; 
and if you don't like what you get 
it is taken off for you.” 

Included in the 27 scripts 
duced in the book nine 
sored programs. Kellogg, 
tional Silver, Gulf Oil, 
Myers, Hinds, Pepsodent, 
and Procter & Gamble 
vertisers 
list 


you 


repro- 
are spon- 
Interna- 
Bristol- 
Jell-O 
are the ad- 
represented in the select 


C. G. McQuaide to Jayne 

C. G. MecQuaide, Chicago, has 
been appointed director of domestic 
sales for Dr. D. Jayne & Son, Phil- 
adelphia 


“Retail Executive” to 
Cease Publication 


Women’s Wear Daily will incor- 


porate in its issue of Jan. 2 the 
store management, retail ideas and 
feature editorial material now 


appearing in Retail Evwvecutive, 
which will be published for the last 


time Dec. 18. Both are published 
by Fairchild Publications, New 
York 

Earl W. Elhart, who has been 
editor of Retail Executive, will be 
editor of the retail executive divi- 
sion of Women's Wear. 
Rodriguez Shifted 

A. E. Rodriguez, for the past 
seven years a member of the na- 
tional advertising staff of the New 
York Mirror, has been assigned to 
automobile dealer and agency con- 
tacts in the New York area 


Forms Dennison Agency 


Craig E. Dennison, formerly with 
Neisser-Meyerhoff and Schweizer- 
Steitz, has formed his own agency 
at 64 E. Lake street, Chicago, 
handling these accounts: Many, 
Blane & Co., Chicago, producer of 
DuBouchett sloe gin and liqueurs; 
Bragno & Co., Chicago, producer of 
Beau Geste wines; National Record- 
ing Club of America, Chicago, per- 
sonal recordings: Macbec Distribu- 
tors, Chicago, Constance Bennett 
cosmetics; and Recorder Chemical 
Company, producer of Cleer-inse 
laundry compound. 


Dempewolff Appointed 


A. Starke Dempewolff, formerly 


with Bride’s Magazine, Stage and 
Newsweek, has been appointed 
advertising manager of Celanese 
Corporation of America. 
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ATTACK IS ON 


WATCH THE IRISH GET THEIR JRISH UP! 


was awytooy 


wees Stew 


KeLLy ? 


ertert, Jone Meilip 


ume, ame Meck And wher a eanding composers ame 


Printed piece being distributed by 
ASCAP as one phase of its battle with 
the radio industry. 


Hamilton Score 
Shows All Well 
with Jim, Peggy 


Ne; York, Dec. 12.—Married life 
is filled with a number of things, 
some of which are enumerated 
briefly but movingly in four-color 
pre-holiday advertising of Hamil- 
ton Watch Company now appearing 
in sundry magazines. In some of 
the advertisements, Peggy is pre- 
senting Jim with a Hamilton, while 
in others he turns the tables. Carle- 
ton Spier, copy wizard of Batten, 
Barton, Durstine & Osborn, assists 


both of the Christmas givers in 
holding the mirror up to _ their 
wedded careers and doing a little 


stock-taking. 

Peggy presents her gift to Jim, 
companion of these years, with an 
orchid “for holding my hand tight 
the day we were married... 

“For seldom remarking, 
what I had for lunch.’ 


‘That's 


“For sparing me those chilly trips 


to heat the 6 a. m. bottle. 

“For never opening my mail 
(though I sometimes do yours!). 

“For the things you didn’t say 
the time I ripped off the fender. 

“For balancing my checkbook 
without grumbling or pitying. 

“For not having to be defrosted 
when I forget to send your suit to 
be pressed. 

“For treating my women friends 
as though you liked them. 

“For the way your eyes light up 
when our glances happen to mect 
at a party. 

“For being so eternally there for 
me to lean on! 


“For wanting a good watch for 
years and years, but being too un- 
selfish to go and spend the money 
on yourself. 

“Dearest, here’s 
'with all my love!” 


your Hamilton 


Jim Calls the Roll 


the 
good 
pre- 


When Jim 
balance sheet, 
cause for 


casts an 

he, too, 
thanksgiving. 
sents his own Hamilton to Peggy 
“for marrying me in the first 
place,” and these further acknowl- 
edgments: 

“For bringing up our children 
while I mostly sat back and gave 
advice. 

“For the 2,008 
you've darned. 


eye at 
finds 
He 


pairs of socks 


my rubbers Heaven knows how 
often! 
“For tying innumerable dress 
ties. 


“For being the family chauffeur, 
years on end. 

“For never getting at my 
always getting sore at your bridge 
playing. 

“For planning a thousand meals 


sore 


a year—and having them taken for 
granted. 
“For a constant tenderness I! 


rarely notice but am sure I couldn't 
live without. 
“For wanting a good watch ever 
long—and letting your slow- 
moving husband think he’d hit on 
it all by himself. 
“For just being you. . 


sO 


. Darling, 


love!” 
Jim gets his watch with the 
little woman sitting on the floor | 


near by, where he can thank her 
with a smile. Peggy is alone when 
she opens her package and the 
photographer has her commit a 
crime which would be countenanced | 
by few advertisers. She kisses the 
love note if the sentiments set 
forth therein were more precious 
than the gift it heralds. 

The photographer also is careful 
to maintain the key of realism hit 
by the copy. The parts of the cards | 
which are visible to the reader are | 
obviously saying the same things | 
reported in the copy. Hamilton | 
believes that the example of Peggy | 


as 


and Jim will find many followers | 


Names Hayden & Cate 


Underwood & Underwood Illus- 
tration Studios, Inc., New York, 
has appointed Hayden & Cate, Bos- 
ton, Mass., as stock picture repre- 
sentative for Massachusetts and 
Rhode Island. 


New TWA Calendar Art 


Instead of using photographs of 
scenes along its route, Transconti- 
mental & Western Air lines’ 1941 
calendar will feature impressions 
of this scenery in illustrations by 
Gene Walther. 


Names Raymond Levy 
Artex-Green Corporation, Brook- 
lyn, has appointed Raymond Levy 


| Organization, New York, to direct 


advertising of its Venetian blinds 


~~ CURE 
“DEADLINE JITTERS... 


Don't worry about catching clos- 
ing dates! Use RAILWAY EXPRESS 
top-speed, economical service for 
anything you have to send or re- 
ceive . 

We transport plates, copy, 
printed matter, presentations and 
deliver your shipment, whatever it 
may be, swiftly and safely. What's 
more, we call for and deliver at 
no extra charge in all cities and 
principal towns. Low rates. Use 
convenient RAILWAY EXPRESS, not 
only during holiday rush periods 
... but regularly. 


For super-speed use AIR EXPRESS— 
3 miles a minute. Special pick-up 
special delivery. Ideal too tor last- 
minute Christmas gifts or shipments 
of almost any kind 


For service or information phone 


RAILWAY 


AGENCY 


EXPRESS 
= NATION-WIDE RAIL-AIR SERVICE onal 


\ 
7 
) 


“For finding my umbrella and here’s your Hamilton with all my |this Christmas. land Snap-lock table pads. 

* Estimated newsstand: 

Total circulation in 

excess of 3,100,000 
Mon tu in and month out for nearly six has made the subjects of high feminine in- 

, . . “~ . . 
years, McCall’s Reader Research investiga- terest more EXCITING to women. Fiction 
tors have been visiting with women in their is exciting in McCall’s. Food is exciting— 
homes to find what interests womenandwhy. Beauty, Fashion, and Home-Making—all 
Based on this first-hand knowledge, McCall’s are exciting to women .. . in McCALL’S. 
~ + a : ? es mee 13 . be ye. 
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Ken Dyke Tells 
How to Get an 
Advertising Job 


New York, Dec. 10.—Some perti- 
nent suggestions on how to get a job 
in the advertising business are 
offered by Ken R. Dyke, director of 
national sales promotion of the Na- 
tional Broadcasting Company, to 
members of Alpha Delta Sigma, 
national advertising fraternity, in 
the current issue of the fraternity’s 
quarterly, “Lineage.” Mr. Dyke is 
grand president of the organiza- 
tion. 

“A successful sales campaign is 
no better than the planning behind 
it,” points out Mr. Dyke, “and the 


care with which the plan is fol- 
lowed out. The same will be true 
‘of your campaign to land the job 
| you want—and to go on from there 
‘to whatever ultimate objective you 
set for yourself. 

“You are the product. Analyze 
that product honestly, carefully, 
constructively. Decide just as a 
manufacturer would, what it is 
best capable of doing—what it can’t 
do—what it’s best selling features 
may be. And remember that the 
outward appearance of the product, 
its carton, its display value, has its 
counterpart in your physical ap- 
pearance, dress, posture and speech. 
|Analyze the market for your serv- 
|ices. Where can what you have to 
| offer be most advantageously and 
soundly sold? And here remember 
ithat upon the soundness of your 


|business apprenticeship term will 
depend your ultimate business suc- 
cess. A sales job in a small town 
where you've got a chance to sell 
is better than carrying bundles in 
the best advertising agency in New 
| York or Chicago. 
| “Build an advertising campaign 
for yourself. Your letter or presen- 
jtations applying for a chance to 
|}demonstrate your sales or adver- 
|tising ability will be your best 
|proof of whether that ability offers 
;something that a prospective em- 
ployer wants. And don’t rely on 
one call or one letter to do the job. 
|Remember that few single adver- 
tisements ever sold a product—but 
successful campaigns are legion.” 
This issue of “Lineage” contains 
a roster of the fraternity’s mem- 
bership. 


| Work 


' - e 
Admen on WFIL | 
V. Winfield Challenger, head of | 
printing for N. W. Ayer & Son, 
Philadelphia, spoke on “From Art| 
and Photographs to the 


Printed Page’ over WFIL, Phila- | 


delphia, Nov. 27, as one of the 
broadcasts for the Charles Morris | 
Price School of Advertising, con- | 


ducted by the Poor Richard Club. | 


| Milton B. Herr, of the retail depart- 


ment of the school, talked 
“Retail Promotion, Publicity 
Public Relations,” Dec. 4. 


on | 
and | 


New ATF Type Face Out 


A new type face in the Lydian 
family, called Lydian Cursive, de- 
signed by Warren Chappell, was 
released Dec. 15 by American Type 
Founders, Elizabeth, N. J. It is 
cast on angle body 


ranging from 18 on 24 to 72 point. | 


13 Zaz 10 WOMEN 


WHEN a woman steps up to a newsstand 
and answers her own question, ‘* Which 
magazine shall I buy?’’ she answers the 
question that the thoughtful advertiser is 
continually asking himself. That an_ in- 


| 


creasing number of advertisers recognize 
women’s own magazine preference as their 
best buying guide is evidenced by the gain— 
on top of a gain—in advertising lineage reg- 
istered by McCall’s in the past two years. 


|\Dec. 


in eight sizes! tion, 


| more for the ad- 


'N. Beckman 


| Advisory 


‘1941 Marketing’ 
Theme of AMA 
Annual Meeting 


New York, Dec. 10.—‘Be Pre- 
pared for Marketing in 1941” will 
be the general theme of the 25th 
anniversary convention of the 
American Marketing Association at 
the Stevens Ho- 
tel, Chicago, 
26 - 28. 
Among the con- 
vention subjects 
announced by 
Donald R. G. 
Cowan, Republic 
Steel Corpora- 
president, 
are: How to get 
vertising dollar, 
measurement of 
marketing _ effi- 
ciency, retailing 
in 1941, the theory and application 
of representative sampling, mar- 
keting adjustments to new condi- 
tions and industrial marketing in 
1941. 

Among the speakers announced 
by Dr. Lyndon O. Brown, Lord & 
Thomas, who is chairman of the 
program committee, are: 

Vernon D. Beatty, advertising 
manager, Swift & Co., Chicago; 
R. M. Heath, Leo Burnett Company, 
Chicago; Ferdinand C. Wheeler, 
distribution counsellor; Theodore 
and Kenneth Dam- 
eron, Ohio State University; Na- 
thaniel H. Engle, National Defense 
Commission; Charles F. 
Colgate University; Ro- 


Vernon Beatty 


Phillips, 


jland S. Vaile, University of Minne- 


sota; Wroe Alderson, Curtis Pub- 
lishing Company; John Albright, 
Bureau of the Census; Delbert J. 
Duncan and James R. Hawkinson, 
Northwestern University; Richard 
P. Doherty, Boston University; M. 


M. Zimmerman, Super - Market 
Merchandising; John W. Wingate 
and Hugh E. Agnew, New York 


University. 
Other Speakers 


Other speakers are: Eaton V. W. 
Read, De Paul University; Theo- 
dore H. Brown, Harry R. Tosdal 


and Charles I. Cragg, Harward Uni- 


| versity; Frederick P. Stephan, Cor- 


nell University; Archibald M. 
Crossley, Crossley, Inc.; Arnold J. 
King, Iowa State College; William 
Applebaum, Economy Grocery 
| Stores Corporation; Harriet Elliott, 
|head of the Consumer Division of 
i\the Council on National Defense; 
Leverett S. Lyon, Chicago Associa- 
tion of Commerce, and Willard L. 
|'Thorp, Dun & Bradstreet. 

G. D. Crain, Jr., publisher of 
ADVERTISING AGE and_ Industrial 
| Marketing, will be chairman of the 
session on industrial advertising and 
marketing. Among the speakers 


will be: M. J. Evans, Evans As- 
sociates; Arthur C. Weick, A. C. 
Weick Company; H. H. Simmons, 


Crane Company; and Neil C. Hur- 
ley, Jr., Independent Pneumatic 
Tool Company. 


Favored by 
ADVERTISERS 
because it’s a 


FAVORITE 


with listeners! 
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Arnold Attacks 
Rising Cost 
of Distribution 


Baltimore, Dec. 11.—Thurman W. 
Arnold, assistant attorney general 
of the United States, today elabo- 
rated on his recent charge that 
state pricing acts are being abused, 
in an address before the American 
Farm Bureau Federation at the 
Lord Baltimore Hotel. Mr. Arnold 
ended with the assertion that more 
funds with which to prosecute anti- 
trust activities are needed, declar- 
ing that the $500,000 increase 
accorded two years ago is wholly 
inadequate. 

The Colorado Unfair Practices | 
Act provided the illustration for | 
the government official, who read | 


a newspaper dispatch dated Nov. 
24, 1940: 
“Safeway Stores, Inc., second 


largest food chain in the country, 
has resigned from the Food Dis- 
tributors Association of Colorado 
in protest against the recent vote 
of that association which called for 
the raising of the minimum markup 
under the State Unfair Practices 
Act to 12 per cent and an added 2 


per cent for distributors who do 
their own wholesaling and ware- 
housing, according to an _ Official 


announcement by the company. 

“The higher minimums adopted 
by the Colorado group were esti- 
mated as bringing about a 5 per 
cent increase in grocery 
throughout the state. The new 
Colorado markup is rated the high- 
est in the country and at least twice 
as high as the National Grocery 
Conference recommended.” 

Mr. Arnold told his audience that 
the Colorado law, like that in effect 
in other states, is intended to pre- 
vent selling below cost. When such 
legislation is perverted, the result 
is lower consumption of foodstuffs 
and hardship both upon the con- 
sumer and the farmer. 


Farm Share Declines 


The assistant attorney general | 


prices | 


said that the significance of price | 


conspiracies, from the viewpoint of 
the farmer, is indicated by a study 
of the Federal Trade Commission, 
which found that between 1913 and 
1920 the farmer received from 52 
to 60 cents out of every dollar spent | 
on food by the consumer, while in) 
1938 and 1939 he received from 40 | 
to 41 cents. 

Mr. Arnold was especially critical 
of constantly rising costs of milk | 
distribution. 

“The retail price of milk is so 
high,” he said, “that it interferes 
with the consumer's health and the 
farmer’s prosperity, and yet the) 
cost of distribution continues to go | 
up.” 

He told of how remedial meas- 
ures were taken in one city, where 
the trade “quarantined a dangerous 
price cutter” by deciding that no 
consumer was to be allowed to 
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Complete facilities and long 
experience enable us _ to 
meet the exacting demands 
of agencies, publishers and 
marketing analysts 
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Send for your copy of the 
booklet entitled “Economy 
in Market Research.” 
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break off relations with the dealer 
who supplied her without his per- 
mission. Only an indictment under 
the anti-trust laws is effective 
under such conditions, Mr. Arnold 
said. 

The grower’s share of the retail 
price of various fresh fruits and 
vegetables in Eastern markets 
varies from as much as 42 cents to 
as little as 17% cents out of each 
dollar, according to a recent FTC 


report. On most such products the 
retailer and _ the _ transportation 
agency get more than the farmer. 


On canned fruits and vegetables, 
the price paid for the can is usually 
higher than the price the farmer 
gets for its contents, Mr. Arnold 
said. These things call for an in- 
vestigation, he believes. 


Simple Simon Appoints 

Simple Simon Food Products has 
appointed the food division of Mac- 
Manus, John & Adams, Detroit, to 
1andle its advertising with Verne 
Kirby in charge of the account. 
Newspaper advertising will begin 
n Michigan newspapers about Jan. 
1 with papers in other states being 
ised as a national distribution sys- 
tem is perfected. 


To Lorenzen & Thompson 


Cc. G. Shannon, who resigned from 
Lorenzen & Thompson a year ago 
to head his own organization in 
Chicago, has returned to its Chicago 
ffice as vice-president. Ralph C. 
Ruggles, formerly with the New 


York office of the Kansas City Jour- | 


Walnut Producers 
to Run Spring 
Consumer Drive 


Chicago, Dec. 12.—A foray into 
consumer promotion will be made 
next spring by the American Wal- 
nut Manufacturers Association, 
which has been a consistent user of 
business papers for 25 years. Fea- 
turing “The American Walnut Pa- 
rade of Fashion,” the new cam- 
paign will be handled by Wallace- 
|Lindeman, Inc., Grand _ Rapids. 
|Burdett Green is secretary-man- 
ager of the association. 

Preliminary exploitation of con- 
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|radios and other home furnishings 
to include walnut as one of the ma- 
terials for their 1941 lines. A com- 
|plete program for retail stores will 
lembrace merchandising, display, di- 
rect mail and newspaper adver- 
tising service. 

Consumer copy will stress the 
fact that walnut is indigenous t 
every state in the union, that it is 
in wide use in all household equip- 
ment of general use, that it is avail- 
able in period as well as in mod- 
ern styling, and is utilized in fur- 
niture of every price and _ styl 
classification. 


WNAX Expands 


WNAX, Yankton, S. D., is im 


inal, has joined the New York staff | Sumer plans is aimed at inducing proving and enlarging its studic 


‘of Lorenzen & Thompson. 


{manufacturers of furniture, pianos, 


and office facilities. 


NEW FACTS ON AMERICAS 


SALES OPPORTUNITY! 


New U.S. Government Survey Gives 
4Vital Market Facts to Spotlight Your 
Biggest Sales Opportunity of 1941! 


] Today, the total retail purchases of 
rural families are twice as great as the 
retail sales in rural* places! 


Today’s average rural family has as 
much money to spend as the average 


urban family! 


family! 


Today’s average rural family saves 
more money than the average urban 


Today’s average upper-half rural fam- 
ily is a bigger, more important pros- 


pect for advertised merchandise 
than the average upper-half urban 


family! 


*The term ‘‘rural”’ in this study refers to towns under 
2,500 population and adjacent farms. 


* nt ey 


_—_ 


|) that may well 
change your whole * - 
sales picture . 


ae 
NEW FACTS i Ay, F . » 


What do these four government-proved facts in- 
dicate? Justthis! First, rural families with money 
to spend and greater savings to draw on... living 
in the country but shopping in town... spend twice 
as much as most people realize! Second, the rural 
market’s upper-half families now represent an 
even more important source of new sales and 
profits than the upper-half families of the urban 


market. 


And Country Gentleman delivers this upper-half 
rural market in one package! 


Country Gentleman has earned its unequalled 
position the hard way. Top-price editorial content 
has made it Agriculture’s leading family magazine. 
It was the first to recognize the enormous impor- 
tance of scientific agriculture. It has led the fight 
for better rural living for a hundred successful 


years. This aggressive 


policy has naturally 


selected the most influential rural families for 


Country Gentleman. 


Today, 2,000,000 strong, they make up the bulk of 
the market’s upper-half families. Because Country 
Gentleman reaches them with an impact not dupli- 
cated by any other medium, this vast audience 
provides your outstanding opportunity for bigger 


sales in 1941! 


It will pay you to se NEW FACTS 


THAT MAY WELL CHANGE 
YOUR WHOLE SALES PICTURE, 
Country Gentleman’s analysis of 

the United States Consumer Purchase 
Survey. When our representative 
calls, let him show you this 
important study... or write Country 
Gentleman Advertising Dept., 
Phila., Pa., for a copy. 
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Promotion Book 
Offers First Aid 
to Hotelmen 


New York, Dec. 11.—A _ large, 
smartly arranged and elaborately 


illustrated book entitled, “The First 
Hotel Promotion Work Book,” by 
Theodore R. Nathan, assistant gen- 


eral manager, Dreier Hotels, con- 
tributing editor of the Hotel Ga- 
zette and director of the Hotel 


Sales Managers Association of New 


York, and Jack Steiner, executive 
vice-president of the Blackstone 
Company, New York advertising 


agency, has just made a lusty en- 
trance into the hotel promotion 
field. The material contained 


therein should be of invaluable 
assistance to hotel executives har- 
assed by the many details of the 
hotel business, particularly that part 
concerned with promotion. 

Book one, on hotelmanship, con- 
siders such topics as automatic plan 
and idea finder, hospitality for sale 
and staff relations. Book two of- 
fers examples and ideas in adver- 
tising effectiveness, reproductions 
of 273 hotel advertisements and a 
check list for productive advertis- 
ing. Book three on the promotion 
parade deals with promotion point- 
ers, a promotion chart, layouts for 
guest promotion ideas, pro- 
motion, how to build mailing lists, 
61 promotion letters, etc. 

In book four are such matters as 
banquet sales, convention 


sales 


sales, 


travel agents, special tours, etc. 
Resort hotel promotion is consid- 
ered in book five. Book six takes 
up food promotion. A great fund 
of miscellaneous advertising infor- 
mation is provided in book seven 
while book eight is devoted to illus- 
trative material. 

Alden-Kent, New York, is the 
publisher and the price is $10. 


GM Elects Three V. P.’s 


W. C. Williams, Jr., 
charge of the manufacturing sec- 
tion of General Motors; Frederick 
C. Kroeger, general, manager of 
the Allison Division, and Edward 
F. Fisher, general manager of the 
Fisher Body Division, have been 
elected vice-presidents of General 
Motors Corporation. 


assistant In 


John Jameson Irish 
Whisky Drive Planned 


National magazines such as For- 
tune, The New Yorker and Town & 
Country and newspapers will be 
used by W. A. Taylor & Co., New 
York liquor importer, in a winter 
campaign for John Jameson Irish 
whisky which will feature the line, 
“Have You Met John Jameson?” 

Charles W. Hoyt Company is the 
agency. 


Cahill to Gits Molding 


C. N. Cahill, at one time general 
manager and sales director of the 
Autopoint Company and more re- 
cently president of the Chicago 
Venetian Blind Company, has been 
made vice-president and director 
of sales of the Gits Molding Cor- 
poration, Chicago. 


BIGGEST 


COUNTRY GENTLEMAN 


AGRICULTURE S TOP 


TWO MILLION 


Much Promotion 
of ‘Shotgun’ Type, 
Says Eastwood 


New York, Dec. 12.- 

tising is purchased on the “shot- 
gun” principle, in the opinion of 
R. Parker Eastwood, instructor in 
business statistics at Columbia Uni- 
versity, who has penned an ex- 
haustive analysis of merchandising 
functions entitled, “Sales Control 
| by Quantitative Methods.” The 
300-page book has been published 
by Columbia University Press 
($3.50). 
In discussing the element of ad- 
| vertising waste, Dr. Eastwood says: 
| “A heavy charge of ammunition in 
the form of a huge advertising ap- 
propriation is fired in the general 
direction of the market in the hope 
that a few of the shots may find 
their way to the target. The wastes 
incident to this policy may arise 
either from a defective firing piece 
(poor advertising copy) or defects 
in marksmanship (poor selection of 
space and media). The making of 
test campaigns and the keying of 
advertisements are among the de- 
vices by which advertisers have 
endeavored to overcome these re- 
spective defects.” 


Most adver- 


Two Main Considerations 


Dr. Eastwood stresses two main 
considerations in exploring’ the 
problem of sales control. The first 
is concerned with metheds and 
techniques appropriate for making 
budget estimates; while the second 
dwells on methods for making the 
estimates effective. 

The resulting from 
the author’s presentation is that the 
expert opinions of accountants, sta- 
tisticlans and market research an- 
alysts all figure prominently” in 
effective supervision of sales plan- 
ning and the talents of all dovetail 
at many points A synthesis of 
these varied techniques is thus 
offered as the most practical ap- 
proach to what Dr. Eastwood calls 
the “problem that les at the core 
of most business enterprises.” 


Impression 


KYW Promotes McDonald 


B. A. McDonald, a member of 
the sales staff for the past six 
months, has been appointed sales 
| manager of Station KYW, Phila- 
delphia. He succeeds Griffith B. 
Thompson, who has been named 


general sales manager of Westing- 
| house Radio Stations 


Licenses Von Schrader 


The Bigelow-Sanford 


Carpet 


|Company has licensed the Von 
Schrader Mfg. Company, Racine, 
Wis., to make and become sole 


selling agent for Dri-Sorb-Ene, car- 
pet cleaner 


Temple with Agency 


John Temple has joined the art 
staff of Needham, Louis & Brorby, 
|Chicago. He was formerly with 
Whitaker-Christenson Studios, Inc. 
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Agency H ead Maps 
National Drive 
to ‘Help Britain’ 


Portland, Ore., Dec. 12.—A _ na- 
tional advertising campaign, the 
details of which remain to be de- 
veloped, to “Help  Britain—Buy 
Something British,” was revealed 
here by Robert Smith, head of the 
Robert Smith Advertising Agency, 
who is national director of the 
newly-organized Committee to Aid 
Britain by Reciprocal Trade. 

The appointment of a chairman 
of the committee, a New York man 
of national reputation, is contem- 
plated soon, according to Mr. 
Smith, who plans to leave for the 
East after New Year’s to map out 
the program. A monthly directory 


ECONOMICAL REPRODUCTIONS 
BOOKLETS * FOLDERS 
MAILING PIECES 


500 (8% x 11”) copies $2.63 
additional 100's 22c—All sizes 
. 


Free Descriptive Manual; Complete Price 
Schedules Available. Ask For Them. 


LAUREL PROCESS CO. 


WaAlker 5-0526 


480 Canal Street, N.Y.C. 


“Theatre Arts’ Aged 25 


| February issue. 
| appointed to handle the advertis- CBS Shifts Fineshriber 


| ing. 


| Dupuis in Supplement 


i'partment store. 


of British manufacturers is con- GOLFERS 
templated to raise funds, according 

to present plans. There is no | 
British sponsorship behind the 

plan, according to Mr. Smith and 
“no personal profit to any _ indi- 
vidual.” 

Some 10,000 posters, donated by 
Portland lithographers and others, 
which promote the purposes of the 
committee, have been sent to com- 
mittee members in 89 cities. A com- 
mittee of Portland women has 
started chain telephone calls in 
order to arouse the interest of 
housewives in buying British dur- 
ing the Christmas shopping period. 
One objective of the national com- 
mittee is to raise the sales of Brit- 
ish goods in this country from the 
normal amount of $100,000,000 to 
about $150,000,000 a year. 


Bob Anderson, Ohio manager, McGraw- 

| Hill Publishing Company, and Paul S. 

Perry, president, Perry-Brown, Inc., Cin- 

cinnati, put on a good will show on 
the golf links. 


The 25th anniversary of Theatre 
Arts will be observed with the 
Casman & Cook, | 
publishers’ representative, has been | 


| William Fineshriber, formerly | 
|script writer for serious music 
programs, has been named director | 
The Montreal La Presse published |of the music department of the 
a 12-page rotogravure supplement |Columbia Broadcasting System. 
Dec. 7 which was sponsored by |Ben Hyams, a member of the CBS | 
Dupuis Freres, French Montreal de- | publicity staff, succeeds Mr. Fine- 
'shriber in the script department. 


How to increase your advertising’s efficiency 


Controlled circulation eliminates the “ifs and buts” 


that sap the selling power of your program 


If a business paper subscription salesman 
could reach and sell all the logical candidates 
for readership of his magazine . . . then you 
would have a powerful advertising tool at your 


disposal. 


But . 


own sales force will tell you it cannot hope to 


. the faets are all against it. Your 
sell anything like 100° of its logical market. 
And the task of selling gets harder as it ap- 
proaches key executives who are busy, short on 
time and hard to sell on anything at all. 


The admitted shortcomings of salesmanship 
place an unnecessary handicap on industrial 


interests provided it is placed in their 
hands. And these unconventional facts out- 
lined a formula that gives advertisers exactly 
what they want . complete and bull’s-eye 


circulation. 


There is the simple explanation of the un- 
usual success of controlled circulation publica- 
tions. These publishers spend no money on 
high-cost and highly antiquated subscription 
selling methods. Instead, they put their money 
into vital editorial content, into scientific and 
adequate list building, into making sure that 


they reach the right men... the key men who 


advertising. 


shrewd and experienced Business Paper pub- 
lishers decided to defy convention and re-ex- 
amine the question of circulation solely on its 


merits, 


What they found was somewhat surprising. 
They found that subscription price has nothing 
to do with the value a reader places on a maga- 
zine. They found that while men may not buy, 
yet they will always read what is vital to their 


For, some years ago a group of 


constitute your true advertising audience. 


Human nature does the rest. Human nature 


reads these interesting magazines . . . and re- 
sponds to the appeals in the advertising pages. 
You are invited to test the appetites of these 
important men for vital news of your product. 
Call in a representative of the Controlled Cir- 
culation Publication that covers your market. 
He has facts. And a test campaign in his paper 
... the kind that look 
good in your sales records. 


will bring you more facts 


THIS ADVERTISEMENT IS SPONSORED AND PAID FOR BY THESE LEADING C. C. A. PUBLICATIONS 


Bakers Review 

Bankers Monthly 

Better Roads 

Combustion 

Compressed Air Magazine 
Contractors and Engineers Monthly 
Drug Topics 

Dun’s Review 

Electric Light & Power 
Electrical Dealer 
Electrical Manufacturing 
Equipment Preview 
Excavating Engineer 
Golfdom 

Graphic Arts Monthly 


CONTROLLED 


Hitchcock’s Machine Tool Blue Book 
Hospital Topics and Buyer 


New Equipment Digest 


Petroleum Marketer 
Industrial Equipment News 
Pit and Quarry Handbook 


Industrial Power 


Jobber Topics Premium Practice 


Liquor Store & Dispenser Progressive Grocer 


Machine Design 
Purchasing 
Meat 


Meat Merchandising Roads and Streets 
Mill & Factory 


Modern Machine Shop 


Rug Profits 


Soda Fountain 


Super Service Station 
Tires 


What's New in Home Economics 


Wood Products 


CIRCULATION PUBLICATIONS 


Getting Personal _ 


Over 100 friends and associates of Ed Phoenix, assistant s.p.m., 
Johns-Manville Sales Corp., turned out for a luncheon at which Ed 
was inducted into the J-M Quarter Century Club. Only three months 
over 41 years old, he joined Kieselguhr Company of America (a J-M 
predecessor company) as a stenographer in Chicago soon after his 16th 
birthday... 


Dwight Jennings, ac. ex. at Warwick & Legler, won a $10 Knox 
hat as a Sales Executives Club door prize. It was donated by J. E. 
Sitterley, the export paper publisher. . . Thomas F. Joyce, RCA v.p., 
prefaced his SEC talk by observing that if his speech was no good, it 
would be because he was talking into a Western Electric mike in- 
stead of an RCA... 


Francis L. De Vallant, a.m., Fairchild Sons, Inc., the morticians, 
is a student of the drama and the pal of the box office men at the 
Forrest Theater. “Tobacco Road” is, was and apparently will be play- 
ing at the Forrest, and Mr. De Vallant has seen it no less than 33 times. 
Maybe he’s studying to take over the Jeeter Lester role. . . 


Tom Hamilton, Station WOR salesman, issued “Rate Card No. 1” 
to mark the establishment of “Radio Station JCH.” Aping rate card 
terminology throughout, the announcement tells of the arrival of 
John C. Hamilton on Nov. 26... 


Thomas W. Dewart, treas., N. Y. Sun, is engaged to wed a Pitts- 
burgh Junior Leaguer. The father of the bridegroom-to-be, William 
T. Wewart, is publisher of the Sun... 


William H. Howard, executive v.p., R. H. Macy & Co., is honey- 
mooning. . . So is Hubbell Robinson, Jr., supervisor of radio produc- 
tion at Young & Rubicam, who married Therese Lewis, who adapts 
radio scripts for the Helen Hayes broadcasts, produced by Y. & R. 
The Robinsons flew to Havana for their wedding trip. . . 

James Mackay, ac. ex. at Campbell-Ewald Co., who has been the 
unsalaried mayor of Peekskill, N. Y., since it became a city five 
months ago, has resigned. His proposed 1941 budget was rejected 
by taxpayers. Mayor Mackay also threw up the job he’s held for 
10 years as president of the board of water commissioners. . . 

Charley Green, gen’l mgr., N. Y. Ad Club, has announced the 
engagement of daughter Ruth Elizabeth. .. J. Paul Wait, of Cecil & 
Presbrey, is an engaged man. His pop is Luther A. Wait, treasurer 
oc... @ PF. «x. 

Fritz Hoffman, of Lord & Thomas’ art dept., is a landscape 
painter in his spare moments. One of his creations now hangs in a 
gallery at 38 W. 57th St., N. Y. C.... Robert Hinshaw, of McCann- 
Erickson, is honeymooning in Cuba. . . 

Arthur L. Lippman, v.p., E. T. Howard Co., revealed hitherto 
hidden poetic talent in a poem “In Praise of St. George Living,” 
used in newspaper advertising by the Brooklyn hotel, a Howard 
client. . . 


Robert Beatty, son of Vernon D. Beatty, advertising manager of 
Swift & Co., Chicago, seems to be a chip off the old block. Young 
Beatty, a senior at Shattuck School, Fairbault, Minn., has been picked 
for the Crack Squad drill team. In addition, he is a member of the 
school’s newspaper staff, president of the drama club, and a captain 
in the cadet battalion. His dad is a World War veteran... 


When the Advertising Managers Club of Chicago held its Christ- 
mas party, Howard Dodge, House Beautiful, wowed the boys (and 
girls) with an exhibit of magic. Barbara Bever, a.m. of Stop & Shop, 
galloped off with a prize in the hobby horse race and Ray Phelps, a.m., 
Clinton Carpet Company, took the men’s heat. A kiddie car polo game 
allowed the audience to witness the feats of strength of Joe Collins, 
a.m., Libby, McNeill & Libby, and Maurice O’Shea, Cudahy Packing 
Company, among others. . . 

Lindsey H. Spight, eastward bound from the West Coast, stopped 
in Chicago to consult with John Blair, John Blair & Co., national 
radio representative, about plans for San Francisco and Los Angeles 
offices. He also visited Blair-represented stations in Salt Lake City, 
Denver and Omaha and will contact other Blair-represented stations 
in the East before scampering back to the Coast for the holidays. . 

Macy O. Teetor, Perfect Circle Co. exec., who scored a few years 
ago with his song writing hobby by composing “Lost,” is now re- 
ceiving advance royalties from his song, “I Saw You First.” . . Fred 
W. Giesel, bus. mgr., of the Cincinnati Post, was toastmaster when 
Roger Ferger, newly-appointed assistant publisher of the Cincinnati 
Enquirer, was given a testimonial dinner at the Cuvier Press Club, 
Cincinnati, Dec. 12... 

Lincoln Dellar, g.m. of KSFO, San Francisco, has been appointed 
a member of the citizen’s committee for the annual Shrine East-West 
football game on the West Coast during the holidays, proceeds of 
which go to the Shrine Hospital for Crippled Children in San Fran- 
cisco. . . 

A report on the “Living Lithography” exhibit held at Philadelphia 
opens with a transcription of “I Am the Voice of Lithography.” The 
“voice” is that of David J. Finn, a. & s.p.m., RCA Mfg. Co... 

Ken R. Dyke, s.p.m., National Broadcasting Co., traveled to Cin- 
cinnati last week to address a sales meeting of the Andrew Jergens 
Co. Talking before a group of drug salesmen was no new experiencs 
for Dyke, since he was a.m. of Colgate-Palmolive-Peet Co. before 
joining NBC... 

Among the 100 noted women cited at the Women’s Centennia! 
Congress by Mrs. Carrie Chapman Catt, noted suffragist, were Mabe! 
Potter Hanford of BBDO, Mrs. Helen R. Reid of the N. Y. Heral 
Tribune, and Anna Steese Richardson of Crowell-Collier Publishin: 
Co... 

Juan T. Trippe, Pan American Airways prexy, became the 13t! 
Yale alumnus to receive the Montclair Yale Bowl] for “making his 
‘Y’ in life.” Mr. Trippe’s interest in aviation dates back to his colleges 
days, which were interrupted by his enlistment in the Naval Aji: 
Service. He returned to New Haven to get his degree in 1920, founded 
the first student flying club, and started the first air transport com- 
pany in the country. He lives in Greenwich and commutes to his 
offices via plane... 

Joseph R. Hamlen, v.p., Albert Frank-Guenther Law, has been 
prominent in Red Cross activities for more than a quarter century 
Now he is at Santiago, Chile, as chairman of the American delegation 
at a Pan-American Red Cross parley. He flew down from Miami. . 

Henry R. Luce, president of Time, Inc., played host to Wendell L 
Willkie at his plantation near Charleston, S. C. The ex-candidate 
visited the publisher for two days while enroute back to his Florida 
vacation after a brief trip to New York 
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attractive the advertiser's schedule | on six columns, OF 150 lines on 


a flat rate of 50 ce 

under the propose charges 
$5,000 

5.000 lines, 
and $500 for 1,000 lines. 
On the unit be 
would contract, for 
series of ten 
any other unit, 


SOUND ADVICE made for type under measurement 
d procedure. 


GRAPEFRUIT GROWERS! May Standardize Pages 


Why Give Your Fruit Away? 


en's be tooled by the propegende 
enty 10 conte @ bos on the tree They os conmers 
such prices ond you oF growers eve everything te lene! 


While standardization of page 
9.400 lines 15 recommended 
new idea, 


sizes at 
in connection with the 
this step 15 not essential to general 
adoption. Fractional page units 
could easily be worked out if the 
page approximates 2,400 lines. 

An example of the operation of 
the new plan indicates that it 1s 
based on mutuality of interest. The 
publisher receives more revenue 
from a given account than under 
present conditions, while the adver- 
tiser gets 20 per cent more space 
for a small additional cost. 
| The newspaper Now operating on 


veme 


your trod is worth more 


Mere why 


now ferent a making oma ams ond wit gronty "odie 
‘of bones that com be picked we ary wocther conmmans tong snare may Be © 
now ot trait betore the season 1 ore 


a serves Qquavty The ene 
The beving executive tor the Forges? 


which in most cones wi 
sree” tor the lowest groder” 


follows: Ten pages, 
half-pages, 


would be 
between 10 and 15 per cent. 
unit space 


eight columns. 
The unit plan W 


nts a line now 
$10,000 for 99,000 lines; in terms of linage is increased 20 
for 10,000 lines, $2,500 for per cent in each unit bracket over 
$1,250 for 2.500 lines, the approximate linage now con- makeup man’s problems, 
sidered essential for markets of lieved. Uniform units could more 
isis the advertiser varying size. Whether this discount easily be accommodated with great- 
instance, for a) 1s finally established at 10 or 15 makeup than under 
pages, half-pages, or | per cent, or some other scale be- where many odd 
which on the basis | tween these figures, the publisher are offered. The 
50 cent rate would cost as | 15 deriving more revenue than the re- 
$12,000; ten account might otherwise bring, and 

quarter- the advertiser gets the additional required it 
20 per cent space at slight addi- dominate the page 


‘ould simplify the 
it is be- 


er speed of 
present conditions, 
and unusual sizes 
proposed method might also 
lieve the pressure on agencies, now 
1 some cases at least, to 


$6,000; ten 
with small space. 


$3,000; ten eighth-pages, 
ten sixteenth-pages, $750. tional cost. 


The unit sizes would offer enough 

variations to give the creative de- To Forshew & Jacobus 
partments of agencies plenty of or vaggen* = ae ie Ly geo 
- @ halfepage, for ext _|merly wi 1 Campbell-Ewaie om- 
latitude. A half-page, for example, pany of New York, has joined the 
es on four columns, contact and service staff of Forshew 
columns, 200 lines |& Jacobus, New York. 


Results of Plan 


indicated, these unit costs 
subject to discounts of 
If the might be 300 lin 
940 lines on five 


discounts are considered 


don't be tected by ecenen whe on trying to wake yn beers vom 
ce carta wo Om oxo coh ote HB ea ANS HS 
end then profit by higher prices leter on the season 


ors, believe this gropetrett © 
ad we will do everything we con to belo 
growers gate teir price We © sider the rool tects of 

wrk those whe ore trying te help Mem Dont 


We, os conners ond orem’ 


Pasco Packing Association, see Cy 
Pot Focking Association, wiser Hover 


Unusual is this Tampa newspaper adver- 

tisement signed by 11 packers and can- 

ners, warning grapefruit growers not to 
sell their crop too cheaply. 


Unit Plan Is 
Under Study by 


Many Newspapers 
Would Banish Freak 


Sizes and Encourage 
Adequate Use 


12.—Many of the 
are giving 
a plan to 


New York, Dec. 
country’s newspapers 
serious consideration to 
sell space on a unit basis, it was 
learned here today. The proposed 
full pages. half pages, 
sixteenth and 

For ten in- 
1 unit, the 


units are 
) quarter, ©} ghth, 

thirty-second pages. 

sertions of any designatec 
under the proposed plan, 


d publisher, 

D would give a discount of between 

bey 10 and 15 per cent, either fixed or 

1e hinging on a sliding scale deter- 
of the units. The 


mined by the size 


Ss, 
ng larger units would earn the larger 
discounts, which would graduate 
ed down to minimum discounts on the 
ial smallest units sold. 
les Not only would the proposed 
ty. method result in more adequate 
ns coverage of any given market, its 
proponents believe, but it would 
eliminate or reduce substantially 
ars 
pee the amount of costly and unpro- 
ductive work done by the agency, 
ed : 
an which is now forced to measure 
ati every newspaper advertisement 
are published for its clients. One 
. agency which kept detailed records 
of this checking service found that 
te it spent $15,000 to save $400 for 
est clients, due to shrinkage of mats 
of and other mechanical complica- 
n= tions. No allowance would be 
hia 
rhe 
in- 
ens 
nce 
ore 
ia! 
be! 
ali 
ins 
3t 


National Representatives 
TEXAS DAILY PRESS LEAGUE 


Z - nt 


FOR AMERICA'S ADVERTISERS 


''The quali 

process occ reproduction in four color 
ap ti ing which we achieved, combined wit 
onde liege per 1000 mailers, made it cemmiahe : 

ite far more than 7 

. c our bud et 

permitted. W get would have ordi 
on this pa e have, therefore, decided to hein 

paper for all future print jobs of this ‘ ws 

- nature. ? 


Fine guali ° 
juality printi <. all 
iid asi 2 ng is possible only on coated paper. The ab 
fannon Mills . : fr. e above 
Seetunien Gis © : iy Inc., referring to their use of Consolid “d's 
ss Coate - : . eons dated's 
haa — is typical of mz ‘ 
advertisers : ypical of many f 
sers and printers ; y from outstandi 
no longer pre fs rs and proves that the cost of coated pz a 
prevent anyone from using it d paper need 


FULLY | / PAPERS 
AT UNCOATED PAPER PRICES 


By produci 
ucing a com > di 
paid for sien ee) a yd fully coated papers—at pric 
many new printing achi a Se Goel ae te 
to the history g achievements and has added any tho 
istory of printing. ed many glorious pages 


Today milli 
illions of eS 
printed broadsides, folders and catalog : 
reprod ed uncoated paper because of i ee wahen wens Seely 
~produced on Consoli . its low ice , 
solidated C price, are be 
but with oated Paper wi ’ eing 
tremendously increas per without an 
to the sharp rage 4 gna sales and untindiles pe an 
a) a, eee FS roductions whi : atue, cue 
any printing on fine coated es tions which always distinguish 


Other milli 
ions O ieces . 
formerly spenified yng for which high-priced enamel pa 
Paper with a paper - now being printed on Consolida iC tie 
per saving that is almost unbelievabl wees 
The proof , 
of of any Pp ic: — 
y paper is in the printing. In the line of Consolidated 
-onsolidated’s 


Coated P 
4 apers there is . 
pws Ata Cox d is one for almost every purpose. W 
ated Paper on your next job? pose. Why not try 


PROD 4 ad x 


ne : 
OP tas 
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\ CONSOLIDATED WATER POWER sun Papen COMPAR 


ce 
hs MAIN OFFICE 
135 $0.LA SALLE ST-, CHICAGO 


WISCONSIN RAPIDS, WISCONSIN 
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Wren a magazine already attracting the largest 
circulation in America is also settin g records like these, it deserves 
fi rst consideration by every advertiser of products that women buy. 


* 
Be Vg: 
hy Se 


t all boils down to this: 


During 1940, the Ladies’ Home Journal 
has had the largest circulation of any 
magazine in America—an average for 
the first 9 months of 3,567,892. 


During the first 6 months of 1940, the 


Journal had the largest increase in news- 
stand sales of any magazine in America. 


During 1940, the Journal’s advertising 
increases—in linage and revenue— 
were the greatest of any magazine in 
its field. Greater than all other women’s 


magazines combined. 


During 1940, the Journal has carried 
the largest linage of display advertis- 


ing of any magazine in its field. 


LADIES’ HOME 
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458 Newspapers to 
Carry American 
Radiator Message 


New York, Dec. 12.—The annual 
New Year’s message of American 
Radiator & Standard Sanitary Cor- 
poration will tell the story of “The 
Man Who Can’t Be Conquered,” 
it was learned here today. Copy 
will describe the rights and privi- 
leges which the average American 
has won. 

The insertion will appear Jan. 2 
in 458 newspapers throughout the 
country. Space used will be either 
900 or 600 lines. The same copy 
will also appear in page space in 
Collier’s and The Saturday Evening 
Post. 

As usual, 
carried over 
Henry M. Reed, chairman of the 
board of the company. Rights 
which “the man who can’t be con- 
quered” has won include freedom 
of press, speech, religion, freedom 


will be 
signature of 


the message 
the 


to own property and “the unre- 
stricted right to provide for his 
family.” 

Copy will show how man’s pro- 
vision for his family has helped 
improve the nation’s standard of 


living, including improved heating 
and sanitation facilities. Tribute 
will be paid to heating and plumb- 


ing contractors for their part in 
this improvement. 
A subsequent campaign to ap- 


pear next spring is now being pre- 
pared. Blaker Advertising Agency 
has the account. 


FM Radio for Hartford 

The Federal 
Commission has authorized _ the 
Travelers Broadcasting Service Cor- 
poration, Hartford, Conn., to con- 
struct a new FM station to operate 
on the frequency of 45,300. 


Tru-Ade Names Wettlin 


Tru-Ade Bottling Company, 
Merchantville, N. J., has appointed 
Wettlin & Co., Camden, to direct its 
promotion in the Philadelphia trad- 
ing area. 


When you think of 


NEW ORLEANS 


you think of: 


America’s ne 


w oil . empire 


50,000 WATTS 


The greatest selling POWER in the South's greatest city 


CBS AFFILIATE ... NATIONAL REPRESENTATIVE . . . THE KATZ AGENCY, INC. 


Communications | 


DECEMBER ADVERTISING LIN 


AGE IN NATIONAL MAGAZINES 


— 1940 — ——1939 1940-——.. -———-1939 
Pages Lines Pages Lines | Pages Lines Pages Lines 
GENERAL Hollywood (F.) ; we 25.9 10,891 30.7 12,91 
Esquire (N. Y. Metro. Ed.) 193.3 129.89 176.9 118,826] True Confessions (F.)...... 25.8 10,857 29.0 12,19 
Esquire (National) 136.7 91,840 129.1 86,738 | Screen Life (F.)..... ee 7 10,757 29.9 12,5 
Fortune 95.3 60,198 &3.9 53,009 | True Love & Romance (Mac.) 24.0 10,286 27.9 11,9 
Town & Country 58.9 39,585 70.2 47,166 Modern Screen (M.M.)...... 22.7 9,745 29.8 12,7¢ 
House & Garden 53.7 33,924 1.1 12.319 | Screen Romances (M.M.) 22.5 9,654 8.1 3,48 
House Beautiful $2 26,756 6.3 22.945 | Household Maas 14.2 9,650 15.4 10,47 
*Yachting +0) 25,438 01 31,679 | Radio Mirror (Mac.)........ 21.8 9,348 26.3 11,274 
fetter Homes & Gardens 40.1 25,353 29.1 18,398 | Romantic Magazine (F.) 19.9 8,373 24.5 10,2¢ 
American Home 39.0 24,671 35.1 33.167 | Sliver Gereem (6.) 22.5280 18.9 8,112 19.3 8,27 
Country Life 24.0 22 874 $4.5 29,897 | Screenland (S.) .... itened Baee 8,098 19.4 8,31 
*Motor Boating 18.4 21,122 aS 25,164 | Modern Romances (M.M.)... 18.3 7,859 29.4 12,61 
Cosmopolitan $5.7 19,611 $5.5 9.508 | *Glamour “s TT Tee 6,649 12.6 5.4 
Popular Mechanics 85.4 9245 2.4 20.624 | Holland's 6.5 4,911 9.7 7, 
| American 40.3 17,279 10.6 17,417 *Secrets .......+...+: vere 6.2 2,600 6.5 2,7 
Redbook 39.0 16,713 29.4 16,886 | Home Arts Needlecraft ise oe 1,059 3.8 2,612 
Boys’ Life 22.3 15,134 22.7 15,420 | shea - - 
Popular Science 65.1 14,587 80.1 17,950 Total Group ..... wha 612,648 ‘ 598.082 
*Sunset Magazine 24.1 10,352 22.0 9,450 | STANDARD MAGAZINES 
*Picture Play 21.6 9,270 13.0 5,593 | Atlantic Monthly .......... 54.3 12,913 46.6 11,/ 
Christian Herald 21.3 9,117 18.9 See | See 6 6.0b0 0% 0b-60 dre 0 e608 50.0 11,900 58.0 13 1 
Mechanix Illustrated ts S904 42.9 %,601 | Current History & Forum... 23.8 5,341 8.7 3.748 
Instructor owen eteo 13.0 8,897 12.9 8,796 | American Mercury ........ 10.3 2,009 16.5 3 { 
Arts & Decoration 14.0 S876 7.6 4,822 - — 
American toy 12.3 8,359 14.7 10,025 TOGR: SHOGED .iases 32,163 31 6 
| Open Road for Boys 15.0 6,423 17.7 7.592 OUTDOOR 
Nation's Business $0.1 17,221 33 14,385 | Field & Stream 26. 11,409 32.3 13,862 
| National Geographi« 265 6,394 21.7 5,173 | Outdoor Life - 23.7 10,159 28.0 12,992 
| *Grade Teacher 14.4 6,372 12 5,431 | American Rifleman ........ 22.9 9,844 22.1 9.494 
| Golf 14.4 6,253 13.7 5,877 | Fur, Fish & Game.......... 19.8 8,505 17.5 7,487 
| Travel 9.7 6,118 6.5 1,096 | Sports Afield........ 17.8 7,656 18.5 7,055 
*Improvement Era 14.0 85 10.4 4,443 | Outdoorsman ..... sees. 12.0 5,148 14.2 6,074 
*Scholastic Magazines 12.1 5,234 7.0 S.0Ge | CRROOES vbreedencssnes 11.0 4,720 7.0 2,992 
*Extension 6.4 4.403 8.2 5,627} Hunting & Fishing......... 10.9 4,697 11.9 5,09) 
Child Life 10.1 4,33 10.0 4,276 | National Sportsman ...... 10.8 4,636 13.4 5,751 
*Thrilling (Ciroup 19 4.314 17.8 3,990 —_ -—— - = = 
Physical Culture 10.0 1,271 15.3 6,548 Total Group 66,774 70,708 
American Legion 9.9 4,230 7.5 3,218 | MAIL ORDER 
Scientific American » 4153 17.1 CEO ROMOUE. icnd 6hecceeneds'e 8 1,870 14 24 
*Dell Detective ... . 1,062 11.3 1,862 | Mother's Home Life.... 2.5 1,777 2.9 2,059 
*American Forests 9.2 3.864 5S 2,436 - —— — 
True Detective 8.6 3,704 10.9 1,666 Total Group nie ; aaa 3,647 bbs 5,083 
*Popular Publications 13.9 3,123 12.3 2,764 | NOVEMBER WEEKLIES AND SEMI-MONTHIES 
*Street & Smith Comb . 123.8 2,877 14.1 3,150 ‘Saturday Evening Post....265.7 180,649 223.8 152,217 
*Ace Fiction Group 12.6 2,814 10.9 2,450 | xs ween ous ..234.2 159,270 187.1 27,248 
ielks , 5.0 2,540 4.¢ 1,969 | ‘Collier's .191.2 129,995 151.2 102,788 
*Nature Magazine 5.7 2,438 | 2.206 |*New Yorker 264.2 113,338 210.6 90.347 
Moose 5.1 2,187 g.2 3,509 | Time : 7 217.7 93,414 207.6 89,054 
"Big Seven Group... 7.2 1,624 6.8 1.512 | *Business Week 160.1 68,678 104.9 44,982 
Asia Dace 1.2 515 3.1 1,329 Newsweek .... 122.5 52,565 78.9 33,867 
*American Weekly vii . 20.6 39,146 30.3 57.723 
Total Group 783,451 764,239 | 7*Family Circle 85.2 36,538 63.5 27,227 
WOMEN'S MAGAZINES | +Liberty 80.3 34,465 78.0 33,482 
Vogue 116.9 73,882 126.9 80,213 | tCue 68.2 29,243 50.7 21,742 
Mademoiselle 129.7 5,648 75.4 32,352 | This Week 28.2 29,001 21.4 22,064 
Harper's Bazaar 82.2 5,270 84.5 56.779 |7U. S. News 59.6 25,579 60.4 25.910 
Ladies’ Homme Journal 70.7 HS ,082 57.8 39,314 | Grit 2.0 15,884 48.4 18,294 
Good Housekeeping 823.4 5 7 76 79.6 34,169 | Look 22.3 15,141 24.2 16,483 
MeCall's ee Torre. 52.6 35,757 S.0 32,617 | Radio Guide 16.7 11,326 14.7 10.005 
| Woman's Home Companion 19.9 33,961 18.2 32,787 | Forbes 25.7 11,015 21.8 9,346 
Parents’ (N. Y. Metro. Ed.) 45.7 23,880 50.3 21,575 | Pic 2.2 1,487 3.6 2,457 
Parents’ (National) §1.2 21,960 47.4 20,336 —— — 
True Story 40.6 17,42: $3.6 18,695 Total Group 1,046,734 885,236 
Junior League 20.5 12,969 14.0 S870 —— 
Photoplay 17.7 12,051 17.0 11,582 | *Figures provided by publisher. 
True Experiences (Mac.) 27.8 11,911 28.9 12,413 | ‘5h issues 1940 
True Romances (Mac.) 27.0 11,578 30.0 12.871 bPage size changed from 636 to 680 lines Jan. 1, 1946 
Movie Mirror (Mace.) 26.7 11,434 29.7 12,728 | Group designations: M, M Modern Magazines. Mar 
Movie Story (F.) 26.9 11,310 10 12,723 | Macfadden Women's Group F Fawcett Women, 
Motion Pieture (F.).. 26.0 10.906 t0.5 12,797 |Group. S.—Screenland Unit. 


Magazine Linage 
Shows Gains for 
December Issues 


Chicago, Dec. 12. — Small in- 
in 
|ing December, and substantial gains 
for weeklies during November 


were revealed today by a tabula- 


| creases 


|tion of magazine advertising based | 
Information Bureau | 


on Publishers’ 


most classifications dur- | 


Approximately the same record 
was hung up by the women’s maga- 
zine group during December, this 
year’s total of 612,648 lines being 
2.4 per cent greater than last De- 
,;cember’s 598,082 lines. 
| Standard magazines carried 32,- 
1/163 lines of advertising during the 
month, up 0.9 per cent from last 
December's 31,876 line total. 
Outdoor magazines, with 66,774 
lines for December, showed a loss 
of 5.6 per cent compared with the 
|same month last year, when their 


gain of 18.2 per cent over Novem- 
‘ber of last year. The November, 
| 1940, figure was 1,046,734 lines, 
compared with 885,236 lines for the 
|same month of 1939. 


| ee 
Brady to Whiting 
Dick Brady has resigned as ad- 
| vertising and sales promotion man- 
ger of the Perfex Corporation, 
Viilwaukee, to assume a similar post 
|with the Whiting-Plover Paper 
Company, Stevens Point, Wis. 


| figures. /total was 70,708 lines. ’ . 

_ General magazines carried a Mail order publications carrieg Hudson's Bay Ups Smith 
total of 783,451 lines of advertis- | 3647 lines during the month, a loss| H. Brock Smith, advertising man- 
ing during December, an increase | of 28.3 per cent from the 5,083 lines _— = bongs ag | ~~ ne = 
(of 2.5 per cent over the 764,339) carried last year. moted to ‘an executive merchandis- 
lines carried during the same month Reporting for November, week- ing position in the company’s new 
of 1939. lies and semi-monthlies showed a store at Edmonton. Alberta. 


GUIDE DETECTIVE UNIT 


Guaranteed Circula- 


tion 575,000 
Delivered Circula- 

tion 676,079 
Cost per Page 

Per M $1.48 


Biggest circulation bonus among 
detective groups. Biggest per- 
centage of bonus. Only large 
size 680-line page. 


Over 99% Newsstand sale. 


PUBLIS 


HED 


BY THE GUIDE MAGAZINES 


If so, take a direct trail which leads to them. 


There are other trails. of course. Some meander around, take 
detours and occasionally wind-up in a blind alley. But, a 
quick, sure and economical road to men readers is offered by 


detective magazines. 


Only men buy these books. They offer the advertiser of men’s 
products a 100°. all-male audience. 


(Buide DETECTIVE UNIT 


HARRY HAYDEN. Advertising Manager 
Official Detective Stories 


Actual Detective Stories 


Offices of Advertising 


Are YOU hunting for men customers? 


Representatives: 


eT! 
. s § 


Intimate Detective Storie* 
551 Fifth Avenue, New Yor! 
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ADVERTISING AGE 


35 al 


A KNOCKOUT 


m FOR WINTER — 


Aside from its appearance, this Standard Oil of California poster, produced by 

Continental Litho, is notable for the notation carried to the right of the signa- 

ture: "This sign conforms to the Standard Oil Company's policy of restricting kins. 
outdoor advertising to commercial locations.” grocer 


| joy another 


: 


| 


Ano STANDARD STANDARD OL i“ ousy. 


|be “fair 


| Whether 


feels that 
their grocers 
is a logical outlet for sanitary nap- 


It also points out that the 


CONFINED TO “COMMERCIAL LOCATIONS smart, eye-filling sealant will en-| other types of retailers in the sale Kaufman Adds Four 
advantage in the form)|of such paper products 
ee paper bags which will be packed | paper. 
with each case. The container is 
| slipped into the bag when it is pur- 
|chased to protect it from the ele- 
| ments and prying eyes. Teps will After an absence 
traded,” guaranteeing the | Parker-Bouldin Company, 
dealer a satisfactory profit. 
druggists will look 
| kindly on a division of their napkin 
| business with the next door grocer 
|is a question. The household papers | Claude.Efnor 
|}marketed by TPA apparently have |agency, is account executive pany. 
not suffered from this trade jeal- 
The sponsoring organization 
since women telephone 


cosmetic maker, 


apolis, to handle a 


daily, the food store 
account executive 


Lipstick to Van De Mark of Acacia Mutual Life 


St. Paul, |ington campaign; Gates Radio and 
reappointed | Supply, Quincy, Ill, using business 
Van De Mark Advertising, 


zine campaign in 1941 for 
Parker breath correcting 


Priscilla | papers and local radio, and the 
lipstick. |Whalen Stores, a Washington di- 
, Vice-president of the | Vision of the Kay Jewelry Com- 


WEEI Adds as 


Gordon V. Norris has been made 


of WEEI, Bos- | of the Paper Trade Journal, whose 
ton, succeeding Maurice Tompkins, two sections comprised 350 pages, 
who will leave for a training camp’ was devoted to the history of 250 
to be outstripping the first of the year. : 


as toilet 


The Henry J. Kaufman Adver- 
tising Agency, Washington, D. C., 
has been retained to handle adver- 
tising of the mortgage loan division 
Insurance 
years, |Company, Washington, for a Wash- 


Minne- | publications and direct mail; Cap- 
maga-|itol Brand Mattress, using news- 


Prints Paper History 


One section of the Nov. 28 issue 


years of paper making in America 


+ Tested Papers of 


a 


: A M k 

| America Markets 

t 

| Sanitary Napki 

4 

9 ' Chicago, Dec. 12.—Invasion of the 
rs ' huge sanitary napkin market was 
a announced today by Frank P. 
r Vaughan, president and_ general 
8 | manager of Tested Papers of Amer- 
; ica, Inc., which has been writing | 


history in the household paper field. 
The new _ product, now being | 
shipped to jobbers and retailers, | 
will be known as Teps. It will sell | 
for 18 cents, or two packages for | 
35, compared with 20 cents, two for | 
35, the quotation on Kotex, gener- | 
ally considered the market leader. 

While an aggressive advertising | 
campaign is being planned in be- 
half of Teps by Ruthrauff & Ryan, | 
advertising agency for Tested | 
Papers of America, this promotion 
will probably be held in reserve | 
until the effect of various merchan- | 
dising deviccs has been evaluated. 
Chief of these, perhaps, is the 
“double your money back” offer 
which, though badly overworked, 
seems to have lost none of its po- | 
tency. A display card carrying this 
assurance to consumers will be 
packed in every case of Teps. 

The universal distribution plan 
which has been one of the key 
ideas in operations of Tested 
Papers of America will again be 
evident in merchandising of Teps. 
The new napkin will be available 
it grocery stores as well as in drug 
and other types of outlets which 
have long handled such feminine 
ids. It is said that about one-half 
of the country’s paper jobbers and 
the same proportion of grocery 
tores have sold sanitary napkins 
in the past. TPA hopes to drive 
the percentage close to the 100 
lark, an ambition which should 
not be too difficult to realize in 
ew of the grocer’s eagerness to 
dd new lines. 


Quality Is High 


Though Teps is priced somewhat 
wer than its chief competitors, 
Mr. Vaughan asserted that it com- 
pares favorably with them in qual- 
and in price margin offered re- 
lers. The new product boasts 
compressed ends, which is a feature 
Kotex, but is said to be missing 
Modess, another market leader 
ps is a fluff type napkin, while 
Kotex is of the layer type, accord- 
to an analysis by the TPA lab- 
tory. This will give rise to the 
Caim that Teps is the only fluff 
e type napkin which also embodies 
t flat, form-fitting end for smooth 

under sheer dresses. 
Y Teps, making its debut in a 


’ A COPYWRITER 


who knows The Farm 


| Ex Chieago Agency copyman 
| with many year of expe 
| enes n fart implement and 
| th iz ltura i hunts 
i “ ing 1 living is 
‘ t ‘(And I! eat il 
es | fa w ) kK 
ondi i prot 
of ar make your farn paper 
ect-mail or radi copy ring 
Far out ‘ ir farm copy 
C d get bette sults Addre s 
x 3217, AD VER TISING AGE 


» St... Chi 


Poxtzeait of a G 


CONTENT 
The Daily Journal pub- 
lishes all the news of 
all the world the same 
day it happens. 


~ei.ee” a" 


READERS 


The Daily Journal has the largest 
circulation of any daily newspaper 
ever published in Oregon... 
140,570 
Total Net Paid 


and in Oregon's only Major Market... The 
Portland City and Retail Trading Zone... 


. 105,725 
(Figures from ABC Audit Reports March 31,1940) 


D NEWSPAPER! 


“A good newspaper is on its toes... alert 
to the interests of its readers, its adver- 
tisers. The Journal is a good newspaper. 


The JOURNAL 
lands Hifleimoon Tewspaper 


Pomely meng OREGON 


REYNOLDS-FITZGERALD, Inc.—National Representatives 
New York, Chicago, Philadelphia, Detroit, San Francisco, Los Angeles, Seattle 


ADVERTISERS 


The Daily Journal is 
first in local, general 
and total advertising, 
first 9 months of 1940. 


( Figures from Media Records) 
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INCREASE IN COLORADO GROCERS' "SALES COST" BRINGS DELUGE OF CONTROVERSIAL ADVERTISING 


— 
| 
x 
ns OT suri EXPOSES ATTEMPTED FOOD 
Sais sistas cdr oni te edhe dials ltlcn ancien emia eieeeaieaiasae PROFITEERING---INVITES ' 
NY ONE HIRT 
was esa tet 08 at ting am aap hh han te ig FEDERAL INVESTIGATION! | 
Safeway Stor attempt herewith to exp how all this has been brought about and what effect it will have on VOU — whether 
gf onset tothe able sp orton eee eR SAVE-A-NICKEL Carries Its Fight , 
Against the Compulsory Raise in i 
Here Are the Facts vo : Food Prices, Demanded by the Food 
' Distributors Association, to Washing- 
ton, D.C. 
On Nov. loth, the retail crocers of Denver, belonging to the Food Dis- 
tributers Association, passed a resolution which would force SAVE-A- 
BIT NICKEL to join with them in raising food prices to the consumer. SAVE- 
Here Is What Happened cnt . a abla tis Semeabeas ot tomes Vaan a, oedetane J t i 7 
. er : , : diate action under the Federal Anti-Trust laws to make an investigation. lis 00 oO ~ 
. : = Fi Seared aabiven A Seeap in ta oF is eae of hoes . . ! 
| ' 
{ What Happened Was This: humbing a Ride » 


ee ae ee oe ae Sa a Se eeeenee re en Miller's want you to meet our old hitch hiker! Isn't he the clever little fellow 
wanting to ride on Miller's Band Wagon’? But who wouldn't want to ride on 
oe ’ wank pe | Miller's Band Wagon! Just in a few plain simple words, the whole thing boils 
SOLE OWNERS OF SAVE A NICKEL STORES down to the fact that 

TIGATION 18 MELY AND SH ur £ 


MILLER’S ARE GETTING THE BUSINESS! | 


Yes, there are too many customers in Miller's stores to make the foreign owned + 
food chain happy. Miller's can honestly state, without fear of contradiction from ' 
anyone, that for years they have given the lowest food prices in this state to the i 
people of Denver! No, nobody can or will ride on Miller's leadership in giving the ' 
' 
' 


But That's Not Quite All- 


eae -) 2 lowest food prices! 
® i 4 Why are there more people shopping in Miller's stores’ Why are there more 
ea ee i ii SAFEWAY'S POLICY G Denver women on Miller's Band Wagon’ Here's why! 

pay mote The more the customer has to pay, the lexs b hI ’ . 

inh Rentieehertahne He enna ! PAILLER'S ones cer sei, ror MILLERS te, 0 we — 0 | 

lene the store celle, the be Uy from farme ‘ iq Wl ’ 

ming cok winean fl 4 MILLER’S ... : 

fewer sales The consumer gets for tis mew ' i VW 

| one K 
ee eee 


MILLER’S .. have das cht Highting wire MILLER’S don't foot the customer. When 0 


mps in all meat cooler 4) & pound we mean 16 full ounces 


WE DEFY ANY MERCHANT IN 
DENVER TO UNDERSELL MILLER’S 


Shown here are three large-space insertions in Denver newspapers which followed the recent action of the Food | These Prices Good Mon., Tues. Wed. and Thurs.—at All Miller Stores! 
Distributors Association of Colorado in raising the minimum markup on groceries from 9 to 12 and 14 per cent. The 


' A " . 
ands—no decayed fruits and vegetadien—ro deter 
SAV CuRt ‘ ou the largest variety of . 
mn SAVE ANI HAS IE! FIGHT AL One FOR FAIR Ma an any lems MILLER S. oe eprenen a as 
\) CES TO THE ¢ MER aN WE NEED YOUR HE ’ if 
| 4 MILLER’ s- ore emplasees te mn eae © © 
e hel & mot exactly as rt “ee 
ii, SAVE A NICKEL STORES acher aster 
° n ‘ 


Hy 


Colorad f tices | f 193 hibits the sale of handise at I th holesal t plus th t of me & Sc MIXED NUTS =.__22c | 

‘olorado unfair practices law of 1937 prohibits the sale of merchandise at lower than wholesale cost plus the cost o | =, ea ae ( 

doing business, and the Food Distributors’ action declared that the minimum cost of doing business in the state is 12 | Grapefruit Juice ~ 6c Brown Beauty Beans. = 8~We 

per cent, plus an additional 2 per cent when the retailer performs his own wholesaling function. Safeway is the larg- CORN | = 3~- 25c PEAS *.%c< 7c 

est grocery chain in the West, and one of the largest in the country. The other two are local supermarkets. Action | Pancake Flour “=: 12c Orange-Grapefruit Juice “=. 7ic 

of the Colorado group is one of the specific situations sure to be investigated by the anti-trust division of the Blackb - a= «ai TOMATOES *~ 9) 
Department of Justice in its probe of the food industry. ackberries “" 2¢ ~ 2c 


i GRAPEFRUIT: 10'!c PUMPKIN ©: 9\c 


: IVORY SOAP \™:"" sc Peanut Butter 20'c 
Special Awards | | Super Suds “22° Swiss 77 =. ose 


Are Given for | HONEY 
Home Loan Copy t= 39c [I 


Chicago, Dec. 9. Judges in the 
advertising display which featured 
the recent 48th annual convention 


of the United States Savings and Runk, Farrar March Heads FTC 


Loan League were so impressed by The chairmanship of the Fede 


the 111 panels that they departed Direct Buttalo Trade Commission, which rotate 


annually, will go to Col. Charles H F 


from the orthodox methods to , . 
March, of Minnesota, for the thi f 
make many special awards. Pres- Ad School 194] “ery Hy : 


, time, in , beginning. l 
ton . Reed, executive vice-presi- Buffalo, Dec. 11.-A seminar in Was appointed by President Co 
. ‘inancial / ‘ertisers Associ- se 929, : r% ‘hairmar ; 

dent, Financial Advertisers Associ advertising, called Advertising In- idge in 1 om and was chairman . 

ation, acted as chairman of the board : ‘ 1933 and 1936. He also is a mer i 
stitute, attended by some 30 cOpy- pep of he Special 1 " \ 

of judges, other members being |. ior, artists. engravers. vrinters. |e ee eee Industrial Rec : 

- . iS, « Sts, engre Ts, Ts, ry ay ; » \f ] ‘ry ; 

Elon G. Borton, advertising mana- ae Looe Board and the National Eme : 
production men, salesmen, bankers, gency Council, to which he wv ‘ 


ger, La Salle Extension University 
a ; lispk ‘n, ete., is being held in ; inted | President OOSseVt 
and AFA president, and William R. Gisplay men, €tc., IS DeINg Neild IN | APpoInrec y resident R 


‘. phe ; the Chamber of Commerce here 
Northlich, The Buchen Company 


In Group 4, made up of com- ae — weeks under the direc- KYW Promotes McDonald 


tion of Roy Runk, production man- 


 —=— =_ - 


panies with assets of $8,000,000 and aa ef Maltwin end Miscechan B. A McDonald, a membe! 
over, Minnesota Federal Savings & Buffalo gency, and Cecil S aia ity the sales staff of KYW. P : 
Loan Association. St. Paul. took the ceumentinn fideo nae “ravi a for the past six n onth ; 
president's trophy; First Federal H Hen 3 Ate . orl een promoted to sales mi 
Savings & Loan Association, Roch- ~aUS@¥e! ager, succeeding Griffith B. Th 


The meetings, which began Oct. 9, son, who was made genera 
consist of an hour's talk either by Manager of Westinghouse radi 


ester, second, and Railroadmen’s 
Federal Savings and Loan Associa- 


tion, Indianapolis, third Mr. Runk or Mr. Farrar, followed “ons last July 
‘ 4 by another hour of discussion. The 
Awarded Special Prizes sessions will end with the meeting ] 
In addition, the jury awarded of April 23 M Al L I N G 
special prizes to the Local Federal rhe seminar is sponsored by the 
Savings & Loan Association, Okla- Buffalo Junior Chamber of Com- LISTS 
homa City, for advertising reflecting '*'™®: and there are no fees 


the excellence of employe’ and 
stockholder relations: Standard Sav- Robert Donald Opens All 
ings & Loan Association, Detroit, for Robert Donald. Inc.. has estab- Classifications 


excellence or its street cal card lished offices at 18 E. 50th street. 
advertising; First Federal Savings |New York. to specialize in pub- A 


5 ili a 5 ; P ‘ Che: & Loan Association, Detroit, for the licity, public relations and _ radio | COMPLETE 

At millions of American firesides, the miracle of Christmas excellence of its newspaper and productions. Members of the firm ff DIRECT MAIL 

has a new meaning in this troubled pear of 1940. Somewhere rotogravure advertising. The First Lad oo deLisser, onviggge with ff ADVERTISING SERVICE 
‘ By / ; ey tinwn’ Oi  & Lion Asanriatin ady ther Company, Chicago, 

in the hearts of us all is a sure rekindling of those spiritual peaeres Savings & Loan Association, wt rhe 


Rochester, and Twin City Federal resident; and Robert C. Durham, §j ® Addressing 


forces which have the power to return to a disabled world the formerly with Benton & Bowles, 


5; I vc & oi ssock on. share , ,. e i 
- Savings & Loan Association, shared | x, w York, vice-president. John P Folding 
ie. truths of faith, freedom and peace. an award for clearness of presenta- |Colihan, Pat Patricof and Stephen ® Enclosing 
i tion C. Leifert have resigned from §} ® Stamping & Mailing 
As families over all our land commemorate the greatest event First prizes in other classifications | Earle Ferris, New York, to operate ® Printing 
of all ages, map the messages of Cinp Tim and Adeste Fidelis, were awarded as follows: Group 1, |the publicity department 


® Multigraphing 


2 - assets under $1,000,000, State Fed- 

which thep grasp from the farthest reaches of the air, give a r Arwaresac . toon ene vow © Mimeographing 

impetus to the rebirth of toleration and good-will to mankind. Nowata, Okla.; Group 2, assets from Names Paulson-Gerlach Daily Capacity, 100.000 7 
. , $1,000,000 to $4,000,000, Queen City Wisconsin Motor Corporation, 

To pou and pours, a warm wish for a Merry Christmas, from Savings & Loan Association. Plain- Milwaukee, maker of heavy duty. 


WOAI San Antonio. field, N. J.; Group 3, assets from | gir-cooled engines, has appointed | Trade Circular Ady. Co. 


$4,000,000 to $8,000,000, Peoples ‘lates, Mil- 


: . _ | waukee, to handle its advertising in 27 South Market Street 

Federal Savings & Loan Associa- | pusiness publications, including F 1182 i 

tion. Peoria. Ill S ra. Chicago, Ill. 
‘ marine journals " 


i : 4 ’ o2% 
“ — a a a RT uy os ; 7 e pe a FM es x 
; . “a ‘ = Ses pn 
=< <9 ~ & - Fk a. or “he inl lilt 75, 


* ee 
A ME ES ERR NERS et TT REE EN TN A ‘ 

Z ia nina Ne EEE 
A ee 
} 
ye . 
ee) ) 
be } 
ee 
or 
es Re ae 
Re — 
= ' 

4 pe MADE ¥ 
7” " : ; 7 8 r ae « : ee . > A, e - . 

7 | 
a | 
pers 
wd te 
een 

Fi , ; 

” a ‘ } "Ee ’ . GE%., oer ow 

“4 g _ : ae ’ 7 4 * = = ' 

r C ; S » i ar. i P| f = A 4 

3 \ Saree ear a eee 

Ti. . | } _ aad SS RSTO 

. x : P a a i , 

; 5 ipa 3 : ’ t 's. oe) 
§ 5 : , ae * -- é 
. Pe . AR ’ ate op ava ma : , 

Y 7 e Ne ‘ 

bal o y % oe ne >. & 6) ee 

a si 4 ee a * a 

: ore > . hy ox ¥ 

7 . bee’ = ede 7. r( ma, : ] : a ‘is 
— : x ae Lo ers . .7 
7 segs ae re ae 
‘ = 1 eal ‘ a wd “ 

; : 5, : ; . , ve - 
i <a Pe i, TR ae 
‘! . 5 er. — . Ts ee bg . J i 
4 Dy ° 7 ha Tae, rie : re 
i a % es | x: 
ey, ia 4 pick ty RN ee ae | 
re Fe, . ‘See y ois 
Aan . ae ye ¥ 
a ae af | 
4 Atl ° = ae t 4 
| ce a ~. j b ie Fats ‘ ' 
< = . “ss q aR : 
: ‘ * 4 “ ie “a ’ * 
i a | 
: A a ’ J - oo. 3 a . | 
C 
€ 
S 
8, 
i di 
- S! 
I 

: 

Pas 2 ; ; ~ - : ay i i " & “ ae ’ » Des i ~ - " : ~ 5 a a 

a, | Sees, Sal va i eee operas te ee oe ee ea 


' 
' 
' 
' 


ee 


a 


December 16, 1940 


ADVERTISING AGE 


37 


AT FOUR A'S MEET 


Guy C. Smith, 

Smith, French & Dorrance, Detroit, and 

Lorry R. Northrup, Ruthrauff & Ryan, 

discuss a fine point at the Four A's 
regional conclave. 


chairman of Brooke, 


Edwin C. Olson, Cecil & Presbrey, and 
M. S. Carlton, Campbell-Ewald Com- 
pany, Chicago. 


Fergus Mead, vice-president, Buchen 
Company, Chicago, and John M. Mc- 
Donald, treasurer. 


Charles Daniel Frey, president, and 
Arthur B. Sullivan, vice-president, Charles 
Daniel Frey Company. 


G. Gordon Hertslet, vice-president, An- 
fenger Advertising Agency, St. Louis, 
and Kennett W. Hinks, vice-president, 
J. Walter Thompson Company, Chicago. 


John Benson, Four A's president, and 
Theodore S. Weldon, J. Walter Thomp- 
son Company. 


ates 5 Men 


C. T. McElroy, secretary, Cramer-Kras- 

selt Company, Milwaukee, and G. B. 

Gunlogson, president, Western Adver- 
tising Agency, Racine, Wis. 


— 


Shell to Distribute 
8,000,000 Road Maps 


Nearly 8,000,000 four-color road 
maps have been ordered by the 
Shell Oil Company, New York, for 
distribution in 1941 through 30,000 
Shell service stations and the com- 
Pany’s touring bureau headquarters 
in Radio City, New York 


Cadillac Back 


in Newspapers 
After Ten Years 


by using class magazines and direct 
mail. 

A lowered base price 
viously gives Cadillac a 
sales market and wider 
not the entire answer, explains 
D. E. Ahrens, general sales man- 
ager. “How many newspaper read- 


that ob- 
broader 
appeal is 


chauffeurs when he thinks of 
Cadillacs. He also has come to 
associate the driving of Cadillacs 


with high cost per mile, a myth we 


must correct in the minds of the 
public. 
“We will feel we have accom- 


plished our purpose in using news- 


and that it offers operating econ- 
omy. By such homely incidents 
the newspapers are helping us to 
broaden the base of our pyramid.” 


Ivey, Ellington Moves 


Ivey and Ellington, Philadelphia 
agency, is moving from the 2lst 


ers in the average metropolitan papers if, to illustrate, John Doe, | qoor of the Girard Trust Company 
: center can afford a Cadillac even Who is an elevator boy, says to his | bldg. to larger quarters on the 23rd 
Detroit, Dec. 11.—Dropping of at the new low base of $1,345, friend, Richard Roe, the store clerk, | floor of the same building, located 
the LaSalle line of motor cars by || would hesitate to estimate. I ‘I see by the papers that Cadillac at Broad and South Penn Square. 
the Cadillac Division of the Gen- imagine, however, I would have jis getting down near my _ pocket- 
/eral Motors Corporation and the difficulty justifying newspaper costs book.’ Whether Doe or Roe can 
| building of a Cadillac car with the on that analysis alone. This year ever buy a Cadillac is not all im- MAILING SERVICE 
/new low base price of $1,345 has we are faced with an educational portant. It is important, however, . nn z 
brought Cadillac advertising back job. For years Cadillac has been that they are impressed with the Multigraphing Filling-in 
to the newspapers after an absence identified with the high-priced fact that Cadillac now has a motor Addressing Mimeographing 
of a decade. During that period automobile market. Whether we car priced nearer their pocketbook, 
Cadillac felt that it could reach its like it or not the lay consumer that it is of the same quality for THE LETTER SHOP, Inc. 
, 3 * 440 S. Dearborn St. Wabash 8655 
quality market to better advantage thinks of country” estates and which Cadillac has been known CHICAGO 
dine step) . 


ness. Buy the 
good printer, 


vreatest’ value 


DESERVES 


GHAMPION PAPER 


Good advertising attains its greatest results when 
the paper which carries it to its destination is on 
a par with the train of thought behind the idea. 
In today’s intense competition, nothing less than 
a combination of unusual copy and good plates, 
with fine printing on quality paper, can do a 
powerful, swift, and profitable job for your busi- 
better class of printing from a 
and insist upon Champion, the 
always in coated and uncoated 


hook, postcard, offset, cardboard, and envelope. 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO... CANTON, N.C... . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ ( vated and Uncoated Papers, Cardboards, Bonds, Ent elope 


NEW YORK - CHICAGO - 


and Tablet Writing ... Over 1,500,000 Pounds a Day 


DISTRICT SALES OFFICES 


PHILADELPHIA «- CLEVELAND + BOSTON + ST. LOUIS « CINCINNATI: 
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206 Stations BROADCAST ADVERTISING—206 STATIONS AND ALL NATIONAL NETWORKS the retail, with 2,567,519 program — | 


units and 99,856 announcement 


3 E ——Retail ——General—— ——Total units. General advertisers are less 

— | Pgm. Ann. Pgm. Ann. Pgm. Ann. intrigued with spot announcements | 
; S Source of Business Units Units Units Units Units Units Total than retailers, using little more i 
# ontri ute to National Network ... | . 2,730 -... 1,936,198... 1008928 ...... 1,938938| ten half as many. The general | 
s, Regional Network ... ' 7,245 987 87,682 4,738 94,927 5,725 100,053 pattern of the national radio adver- 
* a National Non-network . 24,734 5,818 275,933 47,654 300,667 93,472 354,139 tising field shows little departurs 
is NAB Unit Report Local ...... coae ee oe... 456,620 160,977 267,706 47,464 724.326 208,441 932,767 from that previously reported 


Sree ine : i e a —__. Grocery manufacturers are the 
Total other than National Network. . .488,599 167,782 631,321 99,856 1,119,920 267,638 1,387,558 


° ° peigchae 4 = dps = aan aan important classification, fol- 
Detailed Picture of Op- oo eres oe sssecces + 401,829 167,782 2,567,519 99,85 seaee eo, oe lowed in order by toilet requisites, 
it § tio f jroa isters . . 

: : enitiha ic fraiaate tts tobacco, medical and automotive 
erations Is Given for There is a wide breach between the 
September ‘type of retailing activity is repre- ing establishments, hotels and res- shoe repair shops and even under- leading grocery classification and 

sented in its list of advertisers. taurants and jewelry stores are takers. all others, however. The grocer, 
Washington, D. al Dec. 12.- | Besides those named, bakeries, book doing some radio advertising. The See Wewer Ammeuneeinents field took 1,009,426 program unit 
Though only 206 stations, in addi-|stores, shoe stores, building supply list of miscellaneous establishments in September, while its nearest 
tion to the networks, participated, | dealers and contractors, dairies, figuring in the picture’ includes From the viewpoint of volume, rival accounted for only 394,270 


the first unit report just issued by | drug stores. educational institu- auction houses, florists, cleaners the general advertising field makes The big classification under th: 
the National Association of Broad-| tions, utilities, heating and plumb- and dyers, laundries, candy stores, a far more impressive showing than grocery heading happens to b 
casters is believed to represent the | 

most detailed picture of radio ad._| 
vertising ever drawn. One purpose | 
of the reports, to be issued monthly, 
is to assist broadcasters to compete | 
for a larger volume of local adver- 
tising: another is to draw compari- 
sons with other media when a 
greater number of stations report 
and the accuracy of the conclusions 
will be beyond doubt. 

The initial summary, covering 
September, shows four classifica- 
tions accounting for about 49 per 
cent of all local radio advertising. ; 
They are automotive, which leads, 5 
and clothing stores, department 
and home furnishing stores, which 


are so closely grouped that it is 

almost impossible to separate them. QO un m QO n 

Automotive establishments of vari- 

ous kinds used 63,701 program e®ee 


units in September, in addition to 
25,200 announcement units. Under 
the new statistical basis of the 
NAB, one program unit equals one 
minute of program time. Each an- 
nouncement unit equals one minute 
unless the announcement is a min- 
ute and one-half or longer. In this 
case the announcement is counted 
to the nearest full minute. 
Passenger car advertising was 
pay ie: mask tnpartent part of ‘The wisest heads in the food industry are putting 
ocal automotive broadcasting. It d ©) 
took 40,592 program units and 
15,021 announcement units. 


Other Retail Leaders e ° . * 
more money into radio advertising today than ever before. 


Department and dry goods stores 
used 64,300 program units and 
14,056 announcement units. Cloth- | 
ing stores utilized only 56,438 pro- _ 
yr its 99°7 ‘ 1. 4 - 
ee oe eee ee Che direct human appeal of radio, they Know. sells foods. 
were the most important type of 
local radio advertiser in this gen- 
eral classification. 

Furniture and home furnishings on ; 7 , m4 
Fo nelly lly leggy ae During 1940* alone. food advertisers stepped up their 
retail field, accounting for 61,995 
program units and 13,977 an- 
nouncement units. Grocers and 
food stores ranked fifth, with the ° se ° : ‘ ‘ 

Miles Seite caeet ob tae beanie. investment on the Columbia network 34.1% over 1939. 
ing, as might be supposed. Amuse- 

ments were sixth, with the bulk of 

the business being accounted for, 

not by theaters, but miscellaneous \ =) ’ . 

cuhergetnne. Today. CBS shows a clean pair of heels to all 

Total retail volume of the report- ; 
ing stations amounted to 488,599 
program units and _ 167,782 an- 
nouncement units. Virtually every 


competing networks in food advertising. Here’s how two 


INTERNATIONAL ae 
PRINTING PAPERS foremost food advertisers have increasingly used CBS, the 


Ticonderoga Book 


most powerful of all sales forees. since 1936. 


Champlain Book 


* Last 3 weeks of 1940 estimated as scheduled. 


Saratoga Book 


Saratoga Cover 


Lexington Offset 


Made by 
. INTERNATIONAL 
a PAPER COMPANY 
220 East 42nd Street 


NEW YORK, N. Y. 
BOSTON CHICAGO CLEVELAND 


; —— 


; a :  %& z | 
Sigel (ee ae . a oF a —_ * % = 


; 
ve . 
i sess 
is nnn ee , 
| 
—— 
ee 
<r Ey 
a 
Et 
range 
age ] 
a = 
fete | 
Z tng 
fo a 
et 
ce 
S 7 
Z 
ae 
“st | 
, co | 
all 7 | 
| Ps 
a ‘ 
My 
hi 
i, 
ah : \ 
i 
aya 
‘se 
rahe 
a = 
a 
7 ahs 
Poe 
tle 
; : 
a 
aa 
a | 
| 
| 
wh 
si | 
be. p 
ae ' 
ee 
. ee 
. “% 7 Po 
Bb a 
ail 
Se 
ek _ 
| po 
part, ° 
ee pe 
ie 
oa 
ot oe ve » : 3 - ; *- ows * ms : .~ . : a = . m ’ , F : 
. 2s pm p :  i./ 24 : Ae a. we igs SE Jy eae aae Rear rage um i? wh gf ¥ 
easi : k : ‘ Sah ’ : ee | : * sy - it p= i , ae s rd tad tas 
en. 4 Fs oes a ee Be en gS ee re Be a dt yh ae Pe ey ee ee a ee 


—- 


December 16, 1940 


ADVERTISING AGE 


39 


laundry soaps and cleansers, which 
woo the consumer, particularly the 
feminine variety, unceasingly by 
day and night. This type of prod- 
uct accounted for 315,325 program 
units during September. 

Of 2,567,519 general advertising 


program units used in September, 
1,936,198 were national network 
The total for other than national 
network was 631,321, divided as 
follows: regional network, 87,682: 
national non-network, 275,933; 
local, 267,706. 


The political pot was beginning 
to boil in September and this form 
of radio advertising took care of 
the not inconsiderable number of 
43,856 program units, with national 
politics being the most vociferous 


and active. The personal service 


field looms up on the summary as 
of much greater importance than 
would be supposed. Not only opti- 
cians and chiropractors, but den- 
tists, physicians and hospitals are 
becoming radio advertisers. 

Religion is also resorting to radio 
to reach those who have wandered 
away from the church. Religion 
actually ranks as the sixth largest 
national radio advertiser, with 
59,302 program units and 98 an- 
nouncement units. The spot an- 
nouncement seems to be shunned 
by those endeavoring to convert 
their fellow men. 


‘ hd ’ 

‘Times” Promotes Jette 

The Los Angeles Times has pro- 
moted H. B. Jette from assistant to 
national advertising manager. 


Fewer Sundays 
in October, 1940, 
Cut Roto Linage 


New York, 


Dec. 10. With five 
Sundays in October, 1939, com- 
pared with only four in October, 


1940, rotogravure advertising linage 
dropped from 1,387,980 lines last 
year to 917,489 lines this year, 
a decline of 470,491 lines or 33.9 per 
cent, according to a compilation by 
Kimberly-Clark Corporation 
National linage declined 320,096 
lines from 860,321 in October, 1939, 
to 540,225 this year, a decrease of 
37.2 per cent. Local linage fell Off 
150,395 lines or 28.5 per cent from 
527,659 lines last year to 377,264 


lines for October of this year. 


205 lines were in 
119,284 lines 


monotone while 


were in color. 


Moore Succeeds Barrett 

E. E. Moore has been elected 
vice-president in charge of indus- 
trial relations of the Carnegie-IIli- 
nois Steel Corporation, Pittsburgh. 
He succeeds D. A. Barrett, who is 
retiring after 44 vears with the 
corporation and its predecessors 


Ad Club Party Dec. 17 


The annual combined Christmas 
party of the Pittsburgh Men's and 
Women's Advertising Clubs will be 
held at noon, Dec. 17, in Hotel Wil- 
liam Penn. This year’s affair will 
be for the benefit of the boys and 
girls of the Brashear Settlement. 


$1,166,129 in 1937s 


a Pa ae 
, Bid i 


$3,960,249 in 1940 


$3,960,243 


$432,751 in 1937 Ss 


$3,832,278 in 1940 


e — 1 


GENERAL FOODS CORP. —expenditures for time only on CBS 


fa “Sun Country 


| 


| 


Of the October, 1940, linage, 798.- Airline Mailings 


to Lure Tourists 
to ‘Sun Country’ 


Boston, Dec. 11.—With the tourist 
front offering unusual opportunities 
to travel agencies during this sea- 
son of European war madness, 
American Airlines is preparing to 
launch a promotional campaign 
with mailing pieces, prepared by 
Dickie-Raymond, Boston, which it 
contidently believes will lure count- 
individuals to visit the “sun 
country” via American Airlines 
planes. 

The feature piece in the drive is 
a beautifully printed, 16-page book- 
let, in warm colors, calculated to 
remind denizens of colder climates 
that the air route to Southern Cali- 
fornia through Texas, New Mexico 


less 


and Arizona is one of surpassing 
beauty and pleasure, comfort and 
speed. It is being offered by mail 


to selected travel prospects. It 
also is being mailed by travel agents 
and Southwest resorts with counter 
and personal distribution by Ameri- 
can Airlines, travel agents, hotels, 
etc. 

A second mailing piece, called a 
flagship air cruise folder, in deep 
green and yellow, has been pre- 
pared to give travel agents an op- 
portunity to advertise six special 
American Airlines cruises. Travel 
agents also have been supplied with 
Directory” giving 
complete information on rates and 
facilities of hotels, resorts, ranches 


and schools Special mailings of 
this book also have been made to 
resort owners and prominent per- 
SOnS 
“News of the Avenue” 
to Accept Display Ads 

News of the Avenue, New York 
business publication in the ladies 


ready-to-wear tield, which for four 


|years has concentrated on present- 


|} ited 


ing in photographic form the new- 
est creations from dress and coat 
makers, will, beginning with the 
January, 1941, issue, devote a lim- 
number of pages to display 
advertising 

A new rate cerd is now available 
at the publication’s offices, 1451 
Broadway, New York. 


Mountain and Plain 


Network Completed 


Announcement that facilities of 
the Mountain and Plain Network 
have been completed has been 


made by Gene O'Fallon, president 
and general manager of KFEL, 
Denver, key station of the network. 
In addition to KFEL stations in- 


cluded are KFKA, Greeley, Colo.; 
KFXJ, Grand Junction, Colo,, and 
KYAN, Cheyenne, Wyo 

All stations are affiliated with 
the Mutual Broadcasting System 
KFEL will shortly go to 5,000 
watts 


H. & A. Selmer Appoints 


H. & A. Selmer, Inc., Elkhart, 
Ind., has retained Carter, Jones & 
Taylor, of South Bend, Ind., to 


handle promotion on the new pad- 
less Selmer-U. S. saxophone with 


7 . 
SALESMANAGER 


WANTED 
BY MODERN MIDWEST 


BREWERY 


@ Position now open. Ex- 


booster 


perience in Food or Bever- 
age Field preferable. Must 
have background of suc- 
cessful leadership and re- 
sults in present position. 
Write giving full details. 
Photo if possible. 


Box 3216, 
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This advertisement, 2400 lines, ran 150 lines on 16 columns in the Dec. 8 issueof the New York Herald Tribune. 
York newspaper. 
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LOW RAIL FARES IN COACHES AND PULLMAN CARS 
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STORY IN UNUSUAL SPACE UNIT ACROSS TWO PAGES IN NEWSPAPER 


FOR RESERVATIONS PHONE Circe 5-7200 
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It is said to be the first advertisement of its shape ever carried across two pages by a New 
Caples Company is the agency. 


ABC Directors 
Pick Oct. 16-17 
for 1941 ‘Week’ 


New York, Dec. 9.—The directors 
of the Audit Bureau of Circulations 
at their meeting here Friday se- 
lected Oct. 16-17 as the dates for 
1941 ABC Week in Chicago. 

The board also placed its ap- 
proval on membership applications 
of two advertisers, one agency, two 
daily newspapers and three week- 
lies. The agency is the recently 
organized Ted Bates, Inc., which 
will be represented in ABC forums 
by Edgar P. Small, media director. 

Continental Baking Company, 
New York, and Dunlop Tire & 
Rubber Corporation, Buffalo, are 
the new advertiser members. The 
former will be represented by Lee 
Mack Marshall, advertising man- 
ager; the latter by R. G. Mack, 
advertising manager. 


Daily newspapers which have 
affiliated with the ABC include the 
News, Welch, W. Va., and _ the 
Eagle, Claremont, N. H. Weeklies 
who become members are the 
Stanley News & Press, Albemarle, 
N. C.; Post, Hanover, Ont., and 
Banner, Orangeville, Ont. 

The next meeting of the board 
‘will be held in Ponte Vedra, Fla., 
Feb. 21-22, 1941. 


Elect Hawkins V. P. 


| Burnelle G. Hawkins has 
elected vice-president in charge of 
personnel and public relations of 
the Jordan Marsh Company, Bos- 
ton. He has been connected with 
the company for 29 years. 


T. O. Woolf Promoted 


Thomas O. Woolf, formerly a 
member of the sales staff, has been 
promoted to advertising director of 
American Legion Magazine. He 
succeeds Fred L. Maguire, who 
resigned to join Time. 


been | 


Kicking the last vestige of the 


Jobs for scores of persons have 


ber industry. 


fruit juices to steam tractors, 
firms. 


This is another reason why you 


newspaper. 


AKRON 
BEACON 
JOURNAL 


19 NEW CONCERNS 


ADDED by AKRON 


cocked hat, the Akron Chamber of Commerce in its Novem- 
ber report listed 19 new manufacturing concerns located in 
the Akron area within the last year. 


the new concerns here, according to Harry G. Bennett, Cham- 
ber secretary, with the probability of the number being 
doubled and trebled with the expansion of the synthetic rub- 


New products ranging from synthetics to office equipment, 


are being or soon will be produced in the district by the new 


efforts in the alert, free-spending Akron Market... 
you get complete, economical coverage by using Akron’'s only 


old ‘ghost town" label into a 


resulted from the attraction of 


ice cream cones to firebricks, 


should concentrate your selling 
and remember, 


Represented by 


STORY, BROOKS & FINLEY 


New York, Philadeighia, Chicago 
Cleveland, Los Angeles, Atlanta 


Chevrolet Retail 
Dealers to Hear 
Advertising Plans 


| Detroit, Dec. 11—Chevrolet ad- 
|vertising and correlated subjects 
| will be discussed here Dec. 16-17 
by the Dealer Advertising Council, 
comprising 80 dealers representing 
the nation-wide Chevrolet retail 
selling organization. The first day’s 
session on advertising has been 
arranged by C. P. Fisken, adver- 
tising manager, and Campbell- 
Ewald Company, Detroit, the Chev- 
|rolet agency. 

| Subjects to be discussed include 
ithe dealer cooperative advertising 
| plan, newspaper advertising in gen- 
eral, magazine and outdoor adver- 
tising, the Soap Box Derby and 
motion pictures as a sales stimu- 
llant. Speakers will include M. E. 
Coyle, general manager; W. E. 
Holler, general sales manager; and 
T. H. Keating, W. G. Lewellen, 
E. A. Nimnicht and K. M. Chase, 
divisional assistant general sales 
managers. 

Central office department heads 
will handle the second day’s dis- 
cussions of specific dealer opera- 
tions, including the selling of 
trucks, parts and accessories, used 
car reconditioning and merchandis- 


| ing. 


N orthrup Returns 


to Erwin, Wasey 
as Chicago Head 


Chicago, Dec. 12. — Lorry R. 
Northrup will become manager of 
the Chicago branch of Erwin, 
Wasey & Co. next Monday. Mr. 
Northrup, who has been with Ruth- 
rauff & Ryan, will succeed W. L. 
Marshall, who came to Chicago 
early in 1939 as Erwin, Wasey 
administrator. 

The new move 
Northrup with the 
which he began his advertising 
career in 1918 When he severed 
his connection with Erwin, Wasey 
& Co., in 1930, he was acting as 
general manager of the Chicago 
office 

After leaving Erwin, Wasey, Mr 
Northrup successively served Bat- 
ten, Barton, Durstine & Osborn, 
Charles Daniel Frey Company and 
Ruthrauff & Ryan. 


reunites Mr. 
agency with 


Taylor to James Fisher 

Wilfrid Taylor has 
pointed manager of the Montreal 
office of James Fisher Company, 
Ltd. Mr. Taylor was formerly with 
Canadian Street Car Advertising 
Company, Ltd. 


been ap- 


Tyson Adds Morrison 


Richard Morrison, formerly with 
Daniel Starch and Staff and Barton 
& Goold, New York, has been 
appointed production manager and 
art director of O. S. Tyson & Co., 
New York 


SALES OF CHAIN STORES 


November "oe Gain ——11 Months *. Ga 
1940 1939 or Loss 1940 1939 or Le 
Food Chains 
*Jewel 2,478,116 1,991,911 24.4 23,995,793 20,596,35 1 
*Kroger Groc, & 
Bkg. Co 20,572,377 19,588,074 0 216,44 v¢ 103,247,737 U 
*National Tea 4,824,912 4,682,705 0 51 >, 996 $6,945,548 ’ 
Safeway tO.372,769 tO,251, 395 o.4 H4 6.472 5 ’ 064 9 
Group Total $ 58,248,174 $ 56,514,085 1 $ 656,302,057 $ 624,761,702 
Mail Order 
Sears, Roebuck 73,3 S17 60,220,400 21 603,462,184 534,812,722 1 
Spiege 6,105,618 6,415,591 -4.8 47,010,261 46,331,8: 1 
Ward 4.61 SS 47,764,241 14.3 441,664,031 405,815,108 
Group Total $134,041,718 $114,510,2 17.1 $1,092,136,476 $ 986,959,6¢ 1 
Drug Chains 
Crown 160,004 771 ‘ 7.591 " 7,206,020 
Walgreen 6,181,201 TH1,495 154,752 287,65 
(Giroup Total $ 6,941,705 $$ 6,495,266 ' §$ 74,746,048 8 70,49 { 
Variety and Miscellaneous 
Consolidated Retail 
Stor 146 546 823,438 13.¢ 8,901,469 8,370,490 
Edison Bros 2,159,424 1,858,188 lt 23,482,489 22,171,517 
Grant, W. T 10,568,698 1,316,360 13.4 90,961,054 $4,493,411 
(ir Hi I 1304 1 4,000.64 Ss 6,348,628 34,770,130 
Kresge, S. 8S 14,179,322 13,087,690 8 131.798.910 126.850.11 
Lane Bryant, Ine 1,329,281 1,307,365 1.7 12,801,398 12,556,231 
Lerner 1.507.600 3 967,385 7.4 .319,629 31,572,642 
Met'rory 1,057 0 622,100 12.90 S.180,210 3 8.627 
McLellan Stores 2,134,920 1,956.2 10.3 18,127,738 17,426,554 j 
Murphys Py e 4,884,341 4,219,201 15.8 i4 HS4 39,122,269 
Neisner Bros 2,106,067 1,891,329 11.4 18,84 20 18,61¢ 7 
Newbert J. J 4.957,878 4,289,1¢ 15.1 15,917,174 $3, 206,( 
Penney j q? 3.765.139 oR 2L4 SS 19.7 258,820,872 VSS 918,085 
Western Auto » 208,000 4,144,000 25.7 17,213,000 9.821.000 1s 
Woolworth, FW 8 HSS,330 26.951,234 10.1 280,889,170 266,500,345 
Group Total S123. 867.808 $108,939,260 413.7 $1,089,927,645 $1,019,934,244 ‘ 
Combined Total 1,099,405 $286,458,843 4172.8 $2,913.11 26 «6 2,702,149,152 
*Four and 40 week period ended November 2 
Four and 40 weeks period ended November 25 


Chains Continue 
Sales Gains for 
Over Two Years 


Chicago, Dec. 12.—Sales figures 
for 24 chain store organizations 
reporting November sales to Ab- 
VERTISING AGE show an aggregate 
increase for the month of 12.8 per 
cent over November of last year, 
and a 7.8 per cent increase for the 
first 11 months of this year, com- 
pared with the same period in 1939. 

The substantial gains registered 
in November sales mark the 25th 
consecutive month in which Apb- 
VERTISING AGE’s record of chain 
store sales has shown an increase 

in the aggregate the reporting 
chains have not failed to register a 
gain over the previous year in any 
month since November, 1938. 

Food chains reported an increase 
of 3.1 per cent in November sales, 
and per cent for the 11 months, 
with Jewel continuing to lead the 
procession with November gains of 
24.4 per cent and an _ 11-month 
increase of 16.5 per cent. 

Mail order chains increased No- 
vember business 17.1 per cent, 
their ll-month total showing an 
increase of 10.7 per cent over last 
year. Pacemaker continues to be 
Sears, Roebuck, with a November 
boost of 21.5 per cent, and an in- 
crease for the year to date of 12.8 
per cent. 

In the drug group, Crown and 
Walgreen combined had November 
increases of 69 per cent, and 11- 
month gains of 6 per cent, with 
Walgreen figures. slightly better 
than this aggregate 


l 
5 


In the variety and miscellaneous 
classification November gains of 
13.7 per cent boosted the 11-month 
total to 6.9 per cent above last yea) 
The biggest gains are shown by 
Western Auto, with an increase of 
25.7 per cent for November, and 
18.6 per cent for the first 11 
months. 


Colbert Made President 

C. C. Colbert, former vice-presi- 
dent and secretary of the Nehi Bot- 
tling Company, Columbus, Ga., has 
been named president and general 
manager to succeed H. R. Mott, who 
has become chairman of the board 
of directors. Willis Bettle, Colum- 
bus attorney, has been made vice- 
president and secretary of the com- 
pany. 


Promotes Reduced Fares 


Associated Eastern Railroads has 
launched a campaign in _ college 
newspapers to promote its reduced 
fares for the Christmas season 
college students. Copy is _ being 
placed through National Advert 
ing Service, New York. 


BRASS IS GOLD IN 
THE NEW HAVEN 
AREA 


Thirty-three thousand = different 
articles of brass are made in one 
plant alone in the world’s great- 
est brass manufacturing belt in 
“Register City.” the text market 
of The New Haven Hegister. All 
American depends upon the fa- 
mous Naugatuck Valley for its 
sheet and rod brass. The Hes~ 
ister prints a special edition fer 
this great industrial area. Write 
for colored market brochure 
“Register City.” New Haven. 4 
Connecticut, 


i i i i i i il 


TORONTC 
MONTREAL 
WINNIPEG 
LONDON. Eng 


J. J. GIBBONS LIMITED - 


GIBBONS KNOWS CANADA 


REGINA 
CALGARY 
EDMONTON 
VANCOUVE? | 
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General Motors 
Puts 2 Scientific 
Shows on Road 


New York, Dec. 11.—Alfred P. 
Sloan, Jr., chairman of the board 
of General Motors Corporation, be- 
lieves that this country “should be 
spending ten, even one hundred, 


tion, we should be spending ten, 
even one hundred, times as much 
as we do for research.” 


‘Paterson, Tinker End 


times as much as we do for re-| 


search,”’ and so General Motors will 
try to spread this thought by send- 
ing two traveling shows about the 
nation to demonstrate _ scientific 
progress. 

These two “science caravans” are 
now being completed and will begin 


| 


their tours within a few weeks. In| 


each is incorporated many of the 
features of General Motors ex- 
hibits at the New York and San 
Francisco World’s Fairs. One will 
be known as the “New Parade of 
Progress,” and the other as “New 
Previews of Progress.” 

The “Parade” will consist of 22 


“Futur-liners,”’ decorated in silver. 


and red and embodying such re- 
cent transportation developments 
as dual front wheels and rubber 
bumpers around the entire bodies. 
Equipment will be carried to stage 
a huge outdoor demonstration 
under a new-type “big top” which 
will seat 1,500 people. The tent 
show will feature a_ stove that 


freezes ice cream and fries eggs | 


simultaneously, and other similar 
new inventions. 


Will Show Scientific Wonders 


Many of the “Futur-liners” will | 


have automatic sliding doors be- 
hind which wil be such exhibits as 
a small section of the “Futurama” 
show which was the hit of the New 


York fair. Also included will be | 


dioramas dramatizing civic im- 


provements brought by better roads | 


and vehicles, the humble origins of 
great American industries and the 
like. 

The “Previews” show will be 
transported in a single large, 
streamlined vehicle. It will be 
equipped to present before school 
and club audiences a demonstra- 
tion similar to that to be performed 
under the “big top.” It will be sent 
to the West at first, while the “Pa- 
rade” tours the South. 

According to Mr. Sloan, both 
shows will be dedicated to “the 
vital task of arousing the nation 
to the necessity of intensifying its 
research activities.” 

In announcing the traveling 
units, he declared that “only a cur- 
sory glance at what is taking place 
in the world today is needed to im- 
press on one the importance of 
constant search for new products 
and processes. 

“And new products and processes 
will be equally important to take 
up the slack of men, money and 
materials when our present emer- 
gency shall have ended. As a na- 


COLLINS 
MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 
IN CHICAGO 


12-Year Type Study 

A 12-year investigation of types 
involving 66,000 reading tests of 
type style, size, leading, width of 
line, width of margins, color and 
finish of paper, etc., directed toward 
making type more readable, has 
been completed by Donald G. 
Paterson and Miles A. Tinker of 
the psychology department of the 
University of Minnesota and the 
results embraced in a book entitled 
“How to Make Type Readable, a 
Manual for Typographers, Printers 
and Advertisers.” 

Harper & Brothers, New York, is 


Canada to Use 
U.S. Radio as 
Tourist Lure 


Vancouver, B. C., Dec. 11.—Brit- 
ish Columbia, through its provincial 
government, is spending $125,000 
this year on tourist publicity, more 
than any other province in Canada, 
excepting Quebec, which = spent 
$225,000, Leslie J. Martin told a 
meeting of the directors of Van- 
couver Tourist Association. On 
behalf of the organization, he 
attended the recent conference on 
tourist traffic at Ottawa, held under 
auspices of the Dominion Travel 
Bureau. 


year in tourist advertising, Nova 
Scotia and Ontario each $80,000. A 
number of the provinces are spend- 
ing less than the City of Vancouver, 
whose budget for tourist publicity 
this year was $35,000, Mr. Martin 
said. 

He stated that the Dominion gov- 
ernment is lining up an ambitious 
program for next year, which will 
include coast to coast broadcasts 
over the big U. S. radio stations 
on which the best Canadian artists 
will be employed. The _ Foreign 
Exchange Control Board is cooper- 
ating with the Dominion Travel 
Bureau in the campaign in realiza- 
tion of the fact that American 
dollars are needed in Canada to pay 
for armaments bought in the United 


the publisher. The price is $2.50. 


New Brunswick spent $82,000 this 


States, Mr. Martin said. 


Willys Head Presents 
Sales Plan in Booklet 


“Partners in Success” is the title 
of a booklet written and released by 
Joseph W. Frazer, president of 
Willys-Overland, for the purpose of 
unifying the entire selling effort on 
the Willys Americar with the news- 
paper, magazine and radio adver- 
tising theme. 

Although the booklet represents 
an old plan, successfully initiated 
years ago by the late Theodore F. 
MacManus, it is to all intents a new 
note in current motor car merchan- 
dising, according to Frazer. 
Maxon Appointed 

Benson & Hedges, New York, has 
appointed Maxon, New York, to 
direct advertising of its Virginia 
Rounds, Debs and Parliament 
cigarets. 


SAM...1 SOMETIMES 
WONDER, HAVE WE 
PICKED A 


VITAL SPOT? 


SS 
Dr. Seuss aia —— 


“Sandwich” your message in 
really VITAL SPOTS 


the 


VERY DAY comes new proof 
E of the consistently large re- 
turns advertisers obtain from 
the active audience of the 17 
NBC vital spots. For example: 

An NBC client recently made 
@ one-announcement offer on 
a single morning broadcast over 
station WJZ. The response to- 
talled well over 3000 requests 
and the offer wasn't diamonds 


either, merely a booklet. But 


this story does indicate what a 
jewel of a reception advertisers 
get from NBC spot markets. 

A performance like this isn't 
just occasional, either. It's re- 
peated over and over again 
by every one of these 17 sta- 
tions, exclusively represented 
by NBC. Perhaps that's why 
more advertisers have used 
these vital spots this year than 


ever before. 


NATIONAL BROADCASTING COMPANY 


A Radio Corporation of America Service 
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December 16, 1940 


Advertising Is 
Basis for Unfair 
Trade Decision 


Court Studies 
of Promotion 
Over Silverplate 


Effects 


Oneida, N. Y., Dec. 12.—Judicial 
affirmation of the efficiency of con- 
sistent national advertising stood 
out as one of the highlights of a 
decision handed down in New York 
State Supreme Court 
favor of Oneida, Inc., in its suit 
charging National Silver Company, 


New York, with unfair competi- 
tion. 
The action revolved about 


Oneida’s Coronation silverplate 
pattern which was introduced in 
1936 and since that time has proved 
to be the most popular number 
ever offered in the Community 
Plate line. National Silver was ac- 
cused of “seeking to take advan- 
tage of the extensive advertising, 
sale and popularity” of this pattern 
and of bringing out a “copied or 
simulated” pattern 
Royal. 

The decision of Justice Davis was 
noteworthy in that it encompassed 
an interesting review of national 
advertising, market research and 
retail merchandising as applied to 
the activities of both Oneida and 
National Silver. 


Discourses on Chiseling 


“Where a_ person gifted with 
genius and imagination has by in- 
dustry produced something attrac- 
tive and interesting to the general 
public which has a commercial or 
monetary value, there is always a 
temptation to persons of lesser 
qualities to imitate and exploit it 
to their own advantage,” the court 
remarked. “In books or plays such 
imitative acts are called plagiar- 
ism; in commercial art or design it 
is called piracy; in general it is 
given the colloquial term ‘chisel- 
ing’.” 


As a prelude to his discussion of | 


the issues brought to the fore by 
both plaintiff and defendant, Jus- 
tice Davis presented a 


review of silver merchandising 


rapid-fire | 


which emphasized Oneida’s role as | 
: . : 
a pioneer in the modern silverplate | 


industry. In 1895 the silverplate 


business was at a low ebb because | 
the product did not stand up under | 


steady usage. Oneida thereupon 
brought out a plated ware that had 
durability, was artistic and attrac- 
tive and could compete with sterl- 
ing silver. 

In 1901 the company began ad- 
vertising Community Silver, which 
was changed to Community Plate 
in 1910. Since then almost $10,- 
000,000 has been spent to adver- 
tise the different patterns in na- 
tional media. 

New Patterns Introduced 

Oneida’s Coronation pattern was 
introduced coincidental with the 
accession of King Edward VIII in 
the spring of 1936. Beginning in 
August of that year the pattern was 


WRITE for 
FREE Copy of 
MID-STATES 
LABEL DESIGN 


No obligation. 


MID-STATES 
GUMMED PAPER CO. 


2515 S. Damen Ave., Chicago 


| 


SEE-LEC-TOR 


recently in| 


called Princess 


advertised extensively in national 
magazines and through elaborate 
point-of-sale display units. From 
the date of its introduction until 
the end of 1939, Coronation sales 
totaled 10,328,832 pieces. The ad- 
vertising bill for the pattern during 
that period was $603,150. 

National Silver Company has 
been in business for about 50 years, 
engaged primarily in the manufac- 
ture of cutlery and novelties. Dur- 


in Suit ing the past 20 years it has also 


merchandised silverplate made by 
other manufacturers. The court 
observed that National Silver “has 
never been classed among the lead- 
ing vendors of silverplate of high 
grade” and the company had no 
nationally advertised line before 


1936. In the latter year the com- 
pany began newspaper and radio 
advertising of its King Edward 
pattern, an effort referred to by the 
court as “inconsiderable compared 
with that of Coronation.” Between 
1936 and 1939 King Edward sales 
totaled 3,800,000 pieces. 

Late in 1938 Oneida brought out 
the Princess Royal pattern, which 
was designated as a trademark but 
not registered. Sales were confined 
chiefly to California and the num- 


ber was not advertised. A year 
later, however, at the height of 
Coronation’s popularity, National 


Silver put on the market a Princess 


Royal pattern for which a patent 
was obtained July 11, 1939. The 
conflict which was the basis for 


Oneida’s suit occurred in No- 
vember, 1939, when National Silver 
launched an aggressive advertising 


drive for its Princess Royal, re- 
ferring to the new product as a 
new pattern in “nationally adver- 


tising King Edward Plate.” 
Questions Sale Prices 


The court pointed to evidence 
which showed that National Silver 
used magazine layouts and display 
pieces similar to Oneida’s. The Com- 
munity Plate line ranged in price 


from $24.75 to $69.75 for various 
combinations, while National Sil- 
ver’s Princess Royal pattern was 


offered at “Special 88 piece service 
for eight, $23.85 Save $23.94.” 
“As far as it appears,” the court 


said, “there never had been any 
actual sale price for this silver at 
$47.79. King Edward has been sold 
at $24.95 and in smaller quantities 
for $19.95. The nearest that it 
came to being ‘half-price’ to any 
chest of silverplate, was to some of 
the advertised sale prices of Coro- 
nation. The sale of Princess Roya] 
was promoted vigorously by thi 
genius of salesmen, advertising, post 
cards, circulars and different de- 


vices in stores. There had bee; 
sold 1,290,000 pieces up to May 
1940.” 


Two Previous Occasions 


On two previous occasions, th: 
|court pointed out, National Silve 
had brought out patterns with sim- 


GRAND CHAMPION CARLOAD 
OF HOGS 

Howard Charlot of Blair, Neb., showed 
his son's, Wallace H. Charlot's hogs to 
the Grand Championship. The Char- 
lots feed cattle and hogs for show as 
well as for market and breed purebred 
Berkshire hogs. 


GRAND CHAMPION CARLOAD 
OF STEERS 


Schmidt Bros., Delmar, lowa, success- 
ful feeders of show and market cattle, 
won the Grand Champion carlot cattle 
award for the third time. Above, Ferd 
Schmidt (left) and George. They oper- 
ate several farms and a purebred Angus 
herd along with their feeding operations. 
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The Greatest Spectacle in 
American Industry 


Again, in attendance, quality and number of exhibits the 
International Livestock Exposition surpasses all previous records. 
This grand display of livestock from the herds and flocks of farm 
and ranch reflects the character, substance, aggressiveness and con- 
fidence of those engaged in farming the livestock way. 
are the captains of agriculture. 
skill just as does the business of making automobiles, or anything 
else marked by impressive improvement. 


Stockmen 


Livestock production calls for 


The International re- 


flects a tremendous and thriving industry—an asset of vital im- 
portance to our national life. 
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ilar or identical those 


used by Oneida. 


names to 


In lining up evidence that Na- 
tional Silver had attempted to 


“palm off” its products as those of 
Oneida, the latter employed a staff 
of college girls who were sent out 
to retail stores posing as shoppers 
in search of silverplate. In many 
instances “either deception actually 
occurred or there was confusion— 
perhaps in good faith—in selling a 
set of Princess Royal for Corona- 
tion.” 

Shows Consumer Confusion 

Oneida also conducted a survey 
among housewives which revealed 
confusion in identifying the Prin- 
cess Royal and Coronation patterns. 
Consumers were also found “who 


had actually been deceived into 
buying Princess Royal, thinking 
they had ordered or obtained the 
Coronation pattern.” Buyers for 
retail stores further offered evi- 
dence that they had been ap- 
proached by National Silver sales- 
men after there had been unusu- 
ally successful sales of Coronation. 
The salesmen were reported 
having commented on the resem- 
blance between Coronation and 
Princess Royal and having sug- 
gested that the cheaper line could 
be promoted just as successfully. 
Evidence was also adduced to the 
effect that an Oneida agent ap- 
proached National Silver and 


as 


sought to obtain a “well-known or 
pre- 


well advertised” pattern for 


mium use. In the agent’s presence 
an employe of National Silver 
copied the Coronation pattern and 
offered to produce a product for 
premium use that simulated the 
Oneida design. The entire conver- 
sation was recorded on a dicto- 
graph. 

In referring to the confusion cre- 
ated in the consumer mind through 
the promotion of National Silver's 
Princess Royal, the court said: 


Advertisements Important 


“No doubt the ordinary purchaser 
in these days gets his chief inspira- 
tion from illustrated advertise- 
ments. In buying silverware, in- 
terest is excited by the attractive- 
ness of the design. When the 


AND CHAMPION STEER 
Asay, 18-year-old farm 
Carroll, Illinois, 


then went on to 


steer, “Sargo.”” Her 


The Livestock Farmer 
Demands a Daily Service 


Fast and thorough coverage of the International is just one 
phase of the service of The Corn Belt Farm Dailies. 
awards and news of this and all other important shows and fairs 
are provided through the largest full-time editorial staff in the 


agricultural field. 


The livestock industry depends on these publications for the 
news of agriculture as well as the complete and authoritative live- 
stock market reports made available every business day in the year. 

Since their inception more than fifty years ago, The Corn Belt 
Farm Dailies have maintained daily contact with livestock pro- 
Four complete publishing plants, one at each of the four 
great markets—Chicago, Kansas City, Omaha and St. Louis—are 
necessary to render adequate service. 
price for each paper is the highest in the agricultural field. 
leets the quality farm families who follow the livestock system of 
You ean reach them with your message through these 
publications geared to the specific needs of the most important 


ducers. 


farming. 


group in American agriculture. 
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Oneida against National Silver Company 
for National Silver are shown side 


Advertising played a major role in the New York supreme court decision won by 
. Here an Oneida page and a half page 


by side for comparative purposes. 


or a whole set of silver, very likely 


sign in her mind and memory—not 
as to details, but as to general style 
and outline. Confronted with a 
pattern, it extremely doubtful 
that she can note minor distinctions, 
particularly when offered an unex- 
pected bargain. 

“Those who simulate the well- 
established product of another can 
have no strong hope to deceive per- 
sons well-informed and _ discrimi- 
nating. Rather, they must depend 
largely upon attracting the interest 


Is 


of a class having some knowledge 
of patterns but being largely unin- 
formed and undiscriminating con- 
cerning the quality of the wares 
and the reputation and business 
standing of different manufactur- 
ers, Who are attracted by offers of 
a bargain. Princess Royal was 


largely sold at stores which had for 
a long time exhibited and_= sold 
Coronation at a higher price A 
sudden introductory sale of a ware 
closely resembling that of the plain- 
tiff at a ‘half off or bargain price, 
would naturally tend to deceive or 
confuse those who were accustomed 
to visit the and were fur- 
nished no ocular basis of compari- 
son between patterns and names.” 

In ruling in favor of Oneida the 
court pointed out that National 
Silver discontinued its advertising 
of Princess Royal after the suit was 


store, 


brought. The question of an ac- 
counting of alleged damages was 
held in abeyance 

Batten, Barton, Durstine & Os- 
born is the Oneida agency, while 
the National Silver account is 
handled by Blaker Advertising 
Agency. 


Elect Ballinger President 


Sid J. Ballinger, advertising man- 
ager, San Antonio Public Service 
Company, was elected president of 
the San Antonio Advertising Club 
at the annual election held Dec. 3. 
He succeeds Jack O’Brien. Elected 


to serve with Ballinger were: Rus- 
sell C. Hill, vice-president; and 
Leroy Swartzkopf, secretary-treas- 
urer 


housewife goes to purchase a one 


Modest Gain in 
Air Transport 
Copy Predicted 


Kansas City, Mo., Dec. 12. 
While commercial air transport 
advertising will probably be heavier 
in 1941 than this year, the gain will 
hardly be sensational 
expected, Jack Frye, president, 
Transcontinental & Western Air, 
told) ApverTISING Ace. Until the 
administration asked the transport 
companies to hold expansion plans 
in abeyance, a wholesale multipli- 
cation of routes was in prospect 

Mr. Frye, among other flying 
experts, believes that both military 
and commercial plane production 
could be expanded without conflict 
The former requires mass produc- 
tion, while the latter is largely a 
custom-made industry, he said. 

According to “TWA Skyliner,” 
the company’s publication, applica- 
tions now on file with the Civil 
Aeronautics Board would almost 
double mileage of air routes. The 
publication contends that only 200 
of the country’s 400 most important 


. | 
she carries the picture of the de- | 


as as was 


cities are now served directly by 
air. In many instances, there are 
East-West routes, but no North- 


South, and vice versa. 

In spite of the probability that 
jair transport companies will have 
jto widen their spheres much more 
|slowly than they expected, some 
extension of activity and of adver- 
|tising is in prospect. Most of the 
| companies spend from 4 to 6 per 
cent of gross revenue for advertis- 
}ing, which insures adequate budgets 
vin 1941 


| 

Gulf Oil Adds Two 

|} Two new additions to the per- 
sonnel of the advertising depart- 
ment of the Gulf Oil Corporation, 
| Pittsburgh, are announced by W. R. 


Huber, advertising and sales pro- 
motion manager. They are William 
|Kernahan, who has been named 


assistant to J. A. Burgess, in charge 
of industrial advertising, and Wil- 
liam C. Bachman, who has been 
assigned to general duties the 
| department. 


| 
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UNDERWOOD 


319 €. 44th ST.,N.Y.C. - 


& UNDERWOOD 


241 E. ONTARIO ST., CHICAGO 
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ADVERTISING AGE 


December 16, 1940 


Promotional 
Linage Gains 
in November 


Dec. 12.— Promotional 
carried in the advertis- 
ing press during November, while 
vertisers to use illustrations of the | falling 11.1 per cent below October 
United States flag in their copy,|levels, was 11.2 per cent ahead of 
even though they may be selling| November of last year, according 
flags or flag stickers. to a report released here today. 
“The commercial use of such of| A total of 247,562 lines was car- 
our country’s emblems is per se|ried by the six publications in- | 
ignoble,” Read declared in an opin-| cluded in the tabulation, a loss of | 
ion prepared for the Better Busi- | 30,814 lines from the October total 
ness Bureau of Detroit. |of 278,376. Compared with No-| 
The prohibition extends to print- | vember of last year, when 222,698 | 
ing illustrations of the flag in news-|lines were carried, the current 
paper advertisements, circulars, or|month shows an increase of 24,864 | 
handbills for any commercial pur- | lines. 
pose, Read said. | Newspapers led in 
pcoagps used with 61,936 lines or 25 | 
|}per cent of the total linage. Maga- le 


Michigan Bans 
Use of U.S. Flag 
in Advertising 


Lansing, Mich., Dec. 10.—At- Chicago, 
torney General Thomas Read has | advertising 
held that Michigan law forbids ad- 


Pearson Names Dreher 


Pearson Pharmacal Company zines followed with 58,100 lines or 
New York, has appointed Monroe |23-5 per cent. Other important 
F. Dreher, New York, to direct its| Classifications and the amount of | 
account. linage used by each were: 


cent; advertising production, 19,852 
lines or 8 per cent; business papers, 
16,142 or 6.5 per cent; and paper, 
12,922 lines or 5.2 per cent. 
Publications on which this tabu- 


Radio, 37,716 lines or 15.3 per| 


lation is based and November lin- | 

age for each are as follows: | 

Lines | 

| ADVERTISING AGE (Ww) . 98,602 | 

t of every 4 Advertising & Selling (m). 22,722 

1 ou - ange Farm Printers’ et OW). ib ass ; 39,900 
dvertising in t -" af er every Printers’ Ink Monthly... 14,476 
Adv aches out families! Sales Management (sm) 35,168 
Tide (sm) 36,694 


Sport Ads in Papers 


A schedule of small advertise- 
ments designed to attract winter | 
sports enthusiasts to Maine will 
appear in 26 issues of Boston, Prov- 
idence and New York newspapers, 
it was announced Nov. 30 by mem- 


ber: f the Maine Winter Sports | 
MAAS LUWATE [Federation. It is. understood. that 
"Mills Building, San Francisco the advertising campaign will be 


paid for by the Maine Development 
Commission. The invitations started 
with the Dec. 8 issues of Boston, 
New York and Providence Sunday 
papers and will continue at inter- 
vals through February. 


Representatives 
1.Wm. Hastie, N.Y. + F.E.M.Cole & Son, Chicago 
Duncan A. Scott, Pacific Coast 


re 


amount of | 


| farm 


“Sure, I've been hearing 
about Philco radios 
overWMBD! 

I bought one just the 
other day!” 
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Potential coverage? ... 
that! We speak to 
610,000 people daily. 


° ' 
something more! ... a 


ves, we have 
more than 
But we have 
50-50. bal- 
ance between two kinds of listeners 
who buy! Representing industry 
and agriculture, they have over $640 
per capita to spend annually .. . 


WMBD is the 


and they spend it! 


ONLY radio station in Peoriarea 

that reaches the ears of ALL 

Peoriarea. Yes. it’s an ideal spot 

to test ANY aa st op0t 
radio sales tg «=O FREE qnt < 
campaign § PETERS, Ive. of we? 
effectively! lA en oa 


Repreeutative 


| pared 


DECEMBER ADVERTISING LINAGE IN, FARM PAPERS 


Commercial Display 


Bi-Weeklies—November (Two insties unless: a noted) 


‘Wallaces’ Farmer a “S.a90 


Farm Papers Show 
November Gains, 


December Losses 


New York, Dec. 12.— Monthly 
publications reporting Dec- 
linage showed slight de- 
creases over last year, while all 
other types of farm papers, report- 
ing for November, showed substan- 
tial increases over last year, ac- 


ember 


cording to a tabulation developed | Advertising Agency, New York. 


from reports to Publishers’ Infor- 
mation Bureau and to ADVERTISING 
AGE. 

Monthlies reported December 
linage of 307,053 for the month, 


‘England Buys WBRK 


Poultry and 


"3 issues in 1940 
4% 6,035 2,408 | 5 issues in 1939 


Commercial Display Poultry and 


Including Poultry and Livestock Including Poultry and Livestock: 
- Livestock - -—Display— ——Livestock——-——,_ -—Display— 
1940- 1939 1940 1939 1940 r——1939 1940 1939 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines 
Monthilies Pacific Rural Press 
Country Gentleman.. 28.0 19,064 30.7 20,893 538 1,029 {Northern Edition 25.9 19,591 708 1 
Progressive Farmer ‘Southern Edition... 25.0 18,872 792 D 
Georgia-Ala, Edition. 25.5 18,561 23.3 16,988 580 297 | {Nebraska Farmer 19.7 14,364 1,709 7 
Carolina-Va. Edition. 25.1 18,26 22.7 16,534 60 297 | §Average 4 Editions 22.3 16,243 2,540 1,36 
Texas Edition . 24.1 17,5 23.3 16,944 404 205) Ohio Farmer.. ° 15.2 11,646 1,125 5s 
Kentucky-Tenn. Ed'n. 24.0 17,479 22.7 16,516 545 269 | "California Cultivator 23.9 18,088 472 44 
Mississippi Edition 23.0 16,746 22.6 16,422 377 265 | Farmer, The 
$All Editions 20.1 14,622 20.2 14,726 223 61 *'General Edition 15.9 12,442 978 4 
SAverage 5 Editions 24.3 17,718 22.9 16,681 514 267 | Prairie Farmer 
Capper's Farmer 24.¢ 16,756 24.3 16,549 498 391 Ill, & Ind. Edition § 16.3 11,835 4 
Farm Journal & "Pennsylvania Farmer. 17 15.7 12,074 1,142 ‘ 
Farmer's Wife . 35.4 15,194 40.8 17,498 780 864/ "Kansas Farmer 23.2 17 ‘ 27.9 21,215 449 1 
Successful Farming 40.8 13,863 32.8 14,768 487 569 | {Wisconsin Agriculturist 22.4 17,558 13.5 10,587 210 
Farm & Ranch... 17.9 13,539 17.3 70 530] Arizona Farmer.. . 23.0 17,382 18.3 13,816 418 
Poultry Tribune Michigan Farmer. 20.9 16,051 14.1 10,842 1,469 1.4 
Eastern Edition 28.9 12,418 33.8 7,294 8,972) {Rural New Yorker 19.0 14,922 14.2 11,139 2,026 1 
Central Edition . 20.1 8,625 24.0 1,436 5.775 | American Agriculturist. 19.9 14,500 18.1 13,166 972 2 
Pacific Edition 16.2 6,941 15.8 1,912 2,482| Idaho Farmer.... 16.4 12,433 14.0 10,564 14 
Western Edition 15.0 6,438 15.0 1,588 2,519) "New England Home 
SAll Editions . 13.6 5,854 13.0 1,455 1,768 stead er Aa 17.6 12,298 14.9 10,407 1,552 1 
Southern Planter 15.5 10,825 15.5 688 277 | Oregon Farmer 16.1 12,169 14.7 11,118 14 
Southern Agriculturist. 14.9 10,439 13.4 218 70 | Missouri Ruralist 16.0 12,163 10.5 8,016 734 
American Poultry Journal Washington Farmer 15.8 11,990 13.6 10,297 
Eastern Edition 24.3 10,407 28.7 6,161 8,084 Indiana Farmers Guide, 12.5 9,809 7.8 6,15 4 
Central Edition . 16.1 6,896 20.4 3,181 5,073 | Dakota Farmer. 11.9 9,218 2.7 9,794 
Western Edition 11.7 029 12.3 1,602 2,317 - — = - - 
§All Editions .. ; 10.8 4,644 9.6 1,357 1,476 Total Group 380,716 . 283,516 22,461 15,7 
y alifornia Citrograph 13.7 9,186 16.5 .. Weeklies—November (Four issues wutions otherwise noted) 
Florida Grower . 10.4 7,082 »8 
*New Jersey Farm *Washington Grange 
& Garden .... 15.3 6,873 12.3 65,548 1,130 1,062] News ............... 19.5 21,164 14.2 15,368 
*Idaho Granger . 5.7 6,146 5.7 6,160 ne Weekly Kansas City Stay 
tWyoming Stockman *Missouri Edition. 6.1 15,102 5.5 13,673 728 
Parmer ....... 6.4 5,775 5.2 4,658 196 199 | *Capper’s Weekly... 3.7 886300 3.5 7,862 21 ! 
Breeder's Gazette 11.2 5,053 11.7 5.263 1,184 1,012] Semi-Weekly Farm News 
Arkansas Farmer 6.1 4,604 3.4 2,544 12 cued +Friday Edition ~.s 6.63 2.4 817 70 
*Kentucky Farmers Tuesday Edition 1 489 3.3 996 96 
Home Journal 5.8 4,508 6.3 4,949 180 317| Dairymen’s League 
*Hoosier Farmer... 9.8 4,425 12.0 5,400 NOWS seeeeereeeseees ‘ 684 4.2 088 336 
American Fruit Grower 5,3 2,402 O15 
loaner Fruit. 5.0 3100 7 Z982 Total Group..... 7,431 18,804 1,211 f 
Nation's Agric ulture 4.5 2,033 3.5 1,584 Dailies— November 
National Livestock | *Kansas City Daily 
Producer ...... ae 1,845 2.5 1,840 - | Drovers Telegram... 4 §S,88S 23 49,619 11,107 6, 
-- - - | *Chicago Daily Drovers 
Total Group....... 307,053 310,771 34,224 42,866 SOURS sia vakannnns 8.1 69,878 29.5 62,684 21,675 18 
Semi- Monthlies—November | *Omaha Daily Journal- 
Hoard’s Dairyman..... 21.1 15,338 18.8 13,722 1,560 1,655 | BCOCRIMMGR .ccccces -- 21.9 46,578 21.3 45,425 14,969 13,4 
Western Farm Life.... 18.7 14,663 12.7 9,946 1,755 1,058 | *St. Louis Daily Live 
Farmer Stockman. ‘ 19.2 14,487 16.3 12,331 132 70 Stock Reporter ..... 15.7 04 4.6 31,132 7,794 3.4 
Montana Farmer 18.6 14,049 2.5 9,461 882 718 | 
|} *Oregon Grange Bulletin 12.4 13,902 2.2 13,650 a one Total Group....... OS8.S49 INS SH0 5,545 4206 
Utah Farmer.. ‘ , 13.9 10,519 11.7 8,823 S68 196 | — 
*California Grange | 
SE: icthheneewe cn 9,156 7.4 7,910 lod eee *Figures provided by publisher 
Missouri Farmer 8.8 6,935 7.2 5,617 56 229 | tOctober linage. 
- &Not included in total 
Total Group 99,049 81,460 §,253 3,926 | tS issues in 1940 


Monroe B. England, retired 
member of England Bros., depart- 
ment store, has bought WBRK, 
Pittsfield, Mass.., from Harold 
Thomas, of Waterbury, Conn., who 
also has a station at Bridgeport, 
Conn. 


Beyea to Export Agency 
A. L. Beyea has resigned from 
All American Newspaper Represen- 


tatives, New York, to join Export 


Goodman Joins Concord 


Norman E. Goodman has been 
appointed Pittsburgh representa- 
tive, with offices at 10 Buffalo 


street, of Concord Advertising, New 
York, representative for several! 
state teachers’ publications. 


Plan for Beverage Week 

Bottled Carbonated Beverage 
Week will be celebrated May 11-17, 
1941, according to an announce- 
ment by the American Bottlers of 
Carbonated Beverages. 


| aa att ea 


compared with 310,771 lines for De- | 


cember of last year, a 
1.2 per cent. 
November linage for semi-month- 
lies totaled 99,049, compared with 
81,460 for the same group of pub- 
lications in November of last year. 
This is an increase of 17,600 lines, 
or 21.6 per cent. Bi-weeklies reg- 
istered an increase of 97,000 lines 
during November—from 283,516 to 
380,716 lines—to gain 34.3 per cent. 
Weeklies were also up substanti- 
ally for November, with a total of 
57,431 lines for the month, com- 
pared with 48,804 lines last No- 
vember. This is an increase of 17.7 
per cent. 
Total 
849 was 


decrease of 


November linage of 

shown by dailies, 
with 188,860 lines in 
vember, 1939, for an 
10.6 per cent. 


208,- 
com- 

No- 
increase of 


Elect Christie President 


The Advertising Club of Oakland, 
Cal., has elected the following offi- 


cers: president, Claude Christie, 
manager of the East Bay Division, 
Pacific Coast Paper Company; first 


vice-president, 
head of the Hunter 
Company; second 
Leonard D’Ooge, 
D'Ooge and 


Robert S. Hunter, 
Advertising 
vice-president, 
head of Leonard 
Associates, advertising 


agency; secretary-treasurer, Ellen 
Mohr Schon, advertising manager 
of H. P. Capwell Company. 


Robinson, Spain Advanced 
by Caterpillar Tractor 


Donald A. Robinson has been 
made a vice-president of the Cater- 
pillar Tractor Company, Peoria, 
with administrative direction of all 
selling and advertising activities. 
He has been with the company for 
many years 

Gail E. Spain, who has been man- 
ager of the sales development di- 
vision of the company since 1938, 
has succeeded Mr. Robinson as gen- 
eral sales manager 


DICKIE-RAYMOND, INC. 


takes pleasure in announcing that 


Mr. John 


H. Sweet 


formerly Director of Advertising 


and Circulation for 


Tra ffic 


World 


Chicago 


and since 1937, Vice-President of 


Poor s Publishing Company 


New 


York 


becomes associated with us as a 


VICE-PRESIDENT 


r ettective December 16, 


1940 


Dickie-Raymond, Ine. 


MERCHANDISING 


& SALES PROMOTION COUNSEI 


DIRECT ADVERTISING, 


80 Broad Street, Boston 
521 Fifth Avenue, New York 
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ADVERTISING AGE 


Dove of Peace 
Ready to Settle 
on Shaver Field 


New York, Dec. 12.—Peace such 
as the electric shaver field has 
never Known is in prospect, follow- 
ing the disclosure this week that 
Schick Dry Shaver, Inc., has grant- 
ed a license to the General Shaver 
Division of Remington Rand, Inc., 
thus ending all patent infringement 
litigation between the two competi-. 
tors. 

The Schick-Remington deal, it is 
believed, may presage the granting 
of similar licenses by Schick to 
other competitors whose shavers 
employ the clipper principle. Most 
of these competitors are, or have 
been, involved in court battles with 
Schick. 

Litigation started by Schick to 
restrain Remington from allegedly | 
infringing its patents has been drag- 
ging its way through the courts in 
New York, Wilmington and Ottawa. 
The license arrangement has _ re- 
moved all cause for these suits. 


New Company Policy 


That a state of peaceful competi- 
tion between reputable manufac- 
turers in the shaver field would 
eventually be reached was indicated 
more than a year ago by Ralph J. 


Cordiner, Schick president. In a 
New York address in 1939, he 


stressed that concentration upon 
selling Schick products in prefer- 
ence to drawn-out court battles was 
a major factor in the renaissance of 
his company. 

He declared at that time that rep- 
utable competitors whose products 
do not directly infringe Schick pat- 
ents have a place in the industry. 


A return to 1935 conditions when 
Schick was alone in the field and 
had to bear the entire burden of 


selling a new idea would be, he said, 
“the worst thing that could hap- 
pen.” 


i 


MacGurney Agency 
Changes Name 
MacGurney 
Advertising, Inc., 
45 E. 17th street, 
New York, which 


has been oper- 
ating under that 
name since 1928, 


has changed its 
name to Robert 
B. Grady Com- 
pany. Mr. Grady 
has headed the 
agency for the 
past ten years, 
serving as presi- 
dent and treas- 
urer. 


R. B. Grady 


Gage, Ellery in Navy 
William H. Gage, Jr., copy de- 
partment, and Robert B. Ellery, 
letail department, Campbell-Ewald 
Company, Detroit, have enlisted in 
the Naval Reserve Officers Train- 
ng and recently left for New York 
to embark on the U. S. S. Arkansas 


for an Atlantic ocean training 
ruise. After four months of in- 
nsive training with the Atlantic 


juadron they will be eligible for 
nsigns’ commissions. 


‘ou get 2 for 1 value in 


MIDWEST 
"ARM PAPERS 


—twice the circulation of the 
average National in the Mid- 
west states—and at almost twice 
the subscription price. 


Prairie Farmer @ Nebraska Farmer 


@ Wallaces’ Farmer & towa Homestead 


@ Wisconsin Agricuiturist & 
st 


Farmer 


@ The Farmer Paul 


IN HUDSON POST 


H. O. Ward, 
Corporation, 
new duties as advertising manager of 
Hudson Motor Car Company, Detroit. 


formerly with Chrysler 
who has taken over his 


Luce Cited by 
Poor Richard Club 
for Achievements 


Philadelphia, Dec. 10.—Henry R. 
Luce, chairman of Time, Inc., came 
to Philadelphia today to receive a 
citation at the hands of the Poor 
Richard Club for “brilliant vision 
and distinguished accomplishments 
in his chosen field and stimulating 
and substantial contributions to 
the America of our times.” In 
reply, Mr. Luce charged the United 


States with responsibility for four 
planes of development—economic, 
technical, humanitarian and _ spiri- 
tual. 


Parenthetically, the publisher of 
Fortune, Life and Time said that 
while he, like all others in his craft, 
dependent on the advertiser’s 
dollar, he feels that advertising has 
diverted attention from some of 
the urgent self-examination needed 


IS 


today and thus is to some extent 
responsible for the spiritual and 
material confusion which is so 


widespread. 

In his prepared address, Mr 
Luce urged the United States to be 
strong and bold, and to fulfill its 
destiny as a leading power in the 
modern world. It should be the 
principal guarantor of the freedom 
of the seas and the dynamic leader 
of world trade. It should send its 
experts to the four corners of the 
world to provide needed leadership. 
It must also be the Good Samaritan 
of the world, spending a dime on 
the hungry for every dollar spent 
on armaments. 

“But all this is not enough,” said 
he. “And all of this will fail and 
none of it will happen unless our 
vision of America as a world power 


includes a passionate devotion to 
great American ideals. It now be- 
comes our turn to be the power 


house from which the ideals spread 
out throughout the world and do 
their mysterious task of lifting the 


life of mankind from the level of 
the beast to what the Psalmist 
called ‘a little lower than the 


angels.’ ” 


Burns & Potter Agency 
Formed by Merger 


A new advertising agency, Burns 
& Potter, representing a merger of 
the Potter Advertising Agency and 


Jay E. Burns Advertising, both of 
Chicago, has been organized with 
offices on the ninth floor of the 


Mather Tower, 75 E. Wacker Drive, 
Chicago 


Mr. Burns has been active in 
Chicago banking and business cir- 
cles and Mr. Burns formerly was 


advertising manager of the Chicago 


Journal of Commerce and mer- 
chandising manager of Montgom- 
ery Ward & Co., chain store divi- 
sion 


Altes Appoints Young 

Altes Brewing Company, Detroit, 
has appointed M. M. Young as 
advertising manager. He will con- 
tinue his present work as director 
of consumer sales while A. J. Cut- 
ting, formerly advertising manager, 
will devote his entire time to spe- 
cial research 


Menser Appointe 
Coordinator of 
All NBC Programs 


New York, Dec. 11.—The Na- 
tional Broadcasting Company 
realigned its program 
by appointing separate 


department 
managers 


for the Red and Blue networks, and | 


placing both commercial and sus- 
taining activities of each network 
under one head. 

Phillips Carlin, former sustain- 
ing program manager, will head 
the program department of the Red 
network, and William Hillpot, for- 
merly of the artists’ service, will 
manage Blue programs. A new 
post of national production director 
has been created to coordinate pro- 
duction of all network programs 
including those at division offices 
and of managed and owned sta- 
tions Clarence L. Menser, for- 
imerly with NBC in Chicago and 
|more recently manager of the Chi- 
|cago office of Gardner Ad\ ertising 
| Company, has been given the posi- 
| tion. 


| 


Other New Posts 
|, The artists’ service has been dis- 
‘continued and replaced with a 
}concert service, headed by George 
_Engles, vice-president. A new pro- 
gram and talent sales division will 


has | 


|be managed by Bertha Brainard. 


Daniel S. Tuthill, formerly assist- | 


|ant managing director of the artists’ 
| service department, will be assist- 
ant manager of the new division. 
| Douglas Meservey, formerly assist- 
jant to the commercial program 
/manager, has been shifted to assist- 
ant manager in charge of sales. 
Other changes include an expan- 
sion of public service broadcasting 
activities, and additional duties for 
Dr. James Rowland Angell: the 


office under Helen Shervey; an 
expansion of the New York pro- 
duction division; and the establish- 
ment of a music division 
Samuel Chotzinoff 


under 


Grogan Opens Own Office 

Ken Grogan, who 
than 15 years 
and copy department of Collier 
Service Corporation, New York, 
has opened his own office at 2 W 
46th street, New York, to specialize 
in the preparation, design and re- 
production of car cards, posters 
and displays 


was for 
director of 


more 
the art 


Two Name Riordan 


Diego, and the Hollywood Roose- 


direct their advertising. 


an account executive. 


establishment of a central booking | 


Aztec Brewing Company, San | 


velt Hotel have appointed John H. | 
Riordan Company, Los Angeles, to | 
Ernest N. | 
| George has joined the company as | 


7 ’ 

“Glamour” Sponsors 
Amateur Design Contest 

A contest for original American 
fashions, designed by amateurs, has 
been announced by Glamour maga- 
zine and Morris Haft of the House 
of Swansdown, maker of women’s 
coats and suits. Open to any girl 
who not connected with the 
clothing industry, the contest offers 
cash prizes totaling $1,500 for the 
four best designs for spring coats, 
suits and topcoats. 

Cooperating in the contest are 
400 stores in cities all over the 
country where the winning designs 
made up by the House of Swans- 
down will be sold. Four fabric 
houses which are contributing $250 
each to the awards are Botany 
Worsted Mills, Lorraine Mfg. Com- 
pany, Deering-Millikin Company 
and D. W. Farnsworth. 


1s 


Joins Guide Magazines 

Richard M. Silvester, formerly 
with Collier’s and previously with 
Macfadden Publications, Inc., New 
York, has joined the staff of Guide 
Magazines, New York 


} 
FREE yithyeer 
first Order 
Jar and Brush FREE with your first order 
| $$ Artist Rubber Cement. Nationally 
used, 3 grades: Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Friskets use $ S$ Spe- 
cial Frisket Cement, $3.50 per gal 


©) RUBBER CEMENT CO. 


3438 No. Halsted St.. CHICAGO, ILL. 
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FM R t Ce t PUBLIC sits COPY APPEARS 
y A Story About 
s 8 « 
NewestAdvertisingMedium “in: = 
(Continued from Page 1) Realizing the advantage given it 
new veer. There aré also 22 cta-|>7 FCC, Mutual is already 
tions holding experimental, or non- pondering the pres GF SE. 
cieninesein’t Vegans lishing an FM network to parallel 
The FCC is expected to issue this | its present chain. This subject was 
week a new application form which ae a bese = ee 
will simplify the problem of ob- a aoe a tat an FM pioneer 
(4 column of advertising comment of taining an FM license. The old “y we a { th “4 Heer" er ran 
interest to manufacturers of nationally form consists of 42 pages, but in ote — — ti _< co ' 7 
advertised food products and their answer to a plea from FM Broad- Broadcasters, is already looking a 
agencies.) casters. Inc.. the commi. ion has ward the establishment of an FM 
aereed am supply a less exhaustive | D¢twork to begin operations in 1941. 
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which The Tope ka Daily Cap 
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vertisers. No need to mention 
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Capital Food Review over WIB 
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wnvtacil THE BUYING HABITS THE 
OF 200,000 KANSANS 


application blank. Many would-be 
FM station operators are said to 
have withheld formal applications 
because of the complexity of the 
application, and a flood of applica- 
tions is expected to follow issuance 
of the new form. 


Although only a handful of FM 
stations will be ready to begin 
commercial operation of the new 


transmission method Jan. 
1, the number is expected to grow 
rapidly. Transmitter manufactur- 
ers are already swamped with ord- 
ers. 

Estimates place the number of 
FM receiving sets now in the hands 
of the listening public at between 
10,000 and 12,000. Practically all 
of these belong to residents of At- 
lantic Seaboard states, where ex- 
perimental FM _ broadcasts have 
been available for the longest 
period. 


staticless 


Set Sales Next Step 


number of FM re- 

sold must increase 
before FM becomes an 
advertising medium. 


Obviously, the 
ceiving sets 
many fold 
important 


Latest estimates place the number 
of regular, or amplitude modula- 
tion, receiving sets in use at 50,- 
000,000. FM boosters will be satis- 
fied to make a small dent in that 
total the first year, but foresee the 


day when all receiving sets will be 


capable of reproducing FM pro-! 
grams. 
Sixteen companies are now 


and this 
several 
are ex- 


manufacturing FM models, 
number does not include 
major companies which 
pected to enter the field shortly. 
Most of the pioneering work in 
educating the public to FM has been 
done by three companies: Strom- 
berg-Carlson Telephone Mfg. Com- 
pany, General Electric Company 
and Freed Radio Corporation. All 
have advertised FM models ex- 
tensively, particularly in Eastern 
markets where experimental broad- 
casts have been on the air. 

Aside from the method of trans- 
mission and the quality of recep- 
tion, there are many other impor- 
tant differences between frequency 
modulation and amplitude modula- 
tion broadcasting. Most of them 
stem from FCC regulations, which 
seek to avoid mistakes made in the 
rapid development of commercial 
radio as we now know it. 


Integrated Networks Prohibited 


For example, networks patterned 
after the National Broadcasting 
Company and Columbia Broadcast- 
ing System chains are forbidden by 
an FCC rule limiting an owner to 
six FM outlets. Any FM networks 
which may be launched will have 
to be patterned after the coopera- 
tive set-up used by the Mutual 
Broadcasting System. 


He has lined up 40 stations, actual 
or expected, for a coast-to-coast 
chain which would offer FM serv- 
ice to 75 per cent of the population 
of the country. Surveys to de- 
termine the possibilities of such a 
network are now in progress. 
Another important difference be- 
tween standard broadcasting and 
FM will be that no one or two sta- 
tions will be able to dominate a 
market. The coverage supplied by 
each station in each market must 


duplicate that of its competitors, 
by FCC rule. Engineering tests of 
strength of signal must be made 


before a license is granted. 
Programming Most Important 


The effect of this will be to place 
increased importance on program- 
ming of FM stations. Since recep- 
tion is supposed to be equally good 
for each outlet, listeners will have 
to be gained through the quality of 
the broadcasts alone. 

FM call letters will carry 
more meaning than present station 
identifications. For stations west of 
the Mississippi River, the first let- 
ter will be “K.” For those east of 
the dividing line, it will be “W.” 
Following the first letter will be 
two numbers signifying the place on 
the dial. The broadcast band 
signed to FM is between 42,000 and 
50,000 megacycles. Since the “4” 
will be common to all wavelength 
assignments, it will be dropped and 
the following two numbers used in 
the call letters. After the two num- 
bers will come two letters signify- 
ing the city in which the station is 
located. 

For example, an FM station 
cated in New York City assigned a 
wavelength of 45,300 would bear 


also 


as- 


lo- 


the call letters of W53NY By 
simply tuning his set to “53” on 
the dial, a New York listener could 
pick up that station. 


Advertisers are expected to watch 


FM closely in its infant days. If 
set sales boom in areas where 
staticless programs are provided, 


they will be quick to use the new 


medium. If set sales lag, FM has 
a hard road ahead before gaining 
the support of advertisers. 

FM is expected to bring many 
new faces into radio, for the FCC 
has stipulated that lack of radio 
experience shall not bar an FM ap- 
plicant from a license. Many ap- 
plications now. pending come from 
men outside the radio of adver- 
tising ranks. 

One interesting aspect of the FM 
applications made is the number 


filed by 
Some of 


newspaper 
these 


publishers 
are from publishers 
already operating radio stations, 
who are either attracted by the 
possibilities of FM or seeking to 
protect their radio investment 
Other publisher applications, how- 


SRITERAMERICAN AMBULANCE CORPS <> — gigas aia 
esas mas on men mY rons or aE 
Rice on 


[he rm Me Nee pend im Oy ree am tememe 


More and more copy of this character, 


rather than merchandise or services, 


Ambulance planes are needed at once fully 
equipped amphibians that can rescue 
wounded flyers trom the waters of the Chan 
pei and bring them to the life-giving care of 
bespitalse and medical anention 


Mat they may Inc lo Sight again. 


The RAF needs your help! 


‘The need is urgent the mimtion grect 


designed to sell an idea or a cause, 


is appearing in the country's newspapers. 


This copy was placed in the New York Times and Herald Tribune through Dundes 


& Frank. It will get repeat runs in several other cities within the next two weeks 
if money is available. 
ever, come from men who have not 


previously entered the radio field. 


Jeven Stations Authorized 
Washington, D. C., Dec. 9.—A 


large part of the New England 
states, Pittsburgh, Chicago, New 
York, and a part of Tennessee are 
scheduled to receive regular fre- 
quency modulation broadcast pro- 
grams from seven additional sta- 
tions which have been authorized 
by the Federal Communications 
Commission. 

New England and a portion of 


New York will be served by WDBC 
of Hartford, Conn. This station will 
serve 6,100 miles of territory with 
a population of 1,118,000. 


New York City will be served by 
two stations, the Metropolitan Tele- 
Vision Company and Bamberger 
Broadcasting Service, Inc. The Na- 
tional Broadcasting Company and 
radio station WGN _ will provide 


service for the metropolitan area of 
Chicago. 

The remaining two outlets will be 
operated in Pittsburgh, Pennsyl- 
vania and Nashville. The Pittsburgh 
transmitter will be operated by the 
Walker-Downing Radio Corpora- 
tion while the Nashville station will 
be run by the National Life and 
Accident Insurance Company. 

Applications for the operation of 
a station in Worcester, Mass., made 
by the Yankee Network and Wor- 
cester Telegraph Publishing Com- 
pany will be considered at a joint 
hearing 


Brewster Appoints 


Brewster Aeronautical Corpora- 
tion has appointed Burke Dowling 
Adams, Ine., Montclair, N. J., to 


handle its advertising 


Liquor Dealers Back BMI 
In ASCAP-NAB Fight 


Taking a stand in the current con- 
troversy between the American 
Society of Composers, Authors and 
Publishers and the National Asso 
ciation of Broadcasters, the Nationa! 
Council of State Liquor Dealers’ 
Associations, in convention at Phila- 
lelphia, has passed a_ resolution 
urging manufacturers and distribu- 
tors of phonograph machines for 
taverns to cooperate with Broadcast 
Music, Inc., and install BMI records 
wherever possible. 

The Council gives as the reason 
for its stand the belief that ASCAP 
‘vies are “arbitrary and unreason- 
ible” fees without statutory limit 
ind that the best method of insur- 
ng adequate compensation to com- 
osers is the establishment of an 
‘equitable system of fees,” such as 
yroposed by BMI. 


KFBC Joins NBC 

Station KFBC, Cheyenne, Wyo., 
has become an affiliate of the Na- 
tional Broadcasting Company as a 
bonus outlet of the NBC Blue 
Mountain Group, bringing the total 
number of NBC affiliates to 219. 


TO REACH THE - $2,000,000. 000 
(Two Billion Dollar) Negro Market 
in the United States 
Contact us 
We are prepared to assist advertisers and 


advertising agencies in reaching this impor- 
tant and lucrative market. 


Write today for particulars. 


EDWARD A. BAKER CO. 


PUBLISHERS’ REPRESENTATIVES 
457 Book Bldg.—Detroit, Mich. 


14,000,000 (14 million) Negroes tn the United 
States spend $2,000,000,000 (2 Billion Dollars) 
annually 

ARE you 
BUSINESS?! 
ASSIST YOU 


GETTING 
IF NOT 


YOUR SHARE OF THIS 
CONTACT US—WE CAN 


FOR 


O YEARS — SPECIALISTS 


Step Up Your Sales in ‘41! Intensify Your Selling to Ine. Point-of-Sale! 
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HAIRE BUSINESS PUBLICATIONS 170 sroapway, New York 
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Cldvé utisi 
Market 


The rates for this department are as follows: 

“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 
“Representatives Available,” 30 cents a line, minimum charge $1 Terms 
eash with order. 

All other classifications (single insertion rates): % in., $2.75; 1 to 3 in. 
$4.75 per inch. 


REPRESENTATIVES AVAILABLE MISCELLANEOUS 
For Pacitic Northwest, Jan. Ist, ad- A NEW TCH PROOF SERVICE 
vertising agency or publisher We stretch any type or drawing one 
Box 3219, ADVERTISING AGE, Chgro Will only for reproduction proofs 
Also backslant or italicized. Guarat 
POSITIONS WANTED Mark inquiries att. F. H. Bartz 
An Artist—not a Secial Lion pres. HARRY BAIRD CORD. Adsetters 
at present employed, wants a posi- 110) 
tion where he can continue to Knock IS Hast 
out modern layout, art and typor- 
raphy 15 hours a day when neces- 
sary If you want chin music don't 
answer this 
Box 8221, ADVERTISING AGE, Chyo., 
A. C. ULLRICH—Specialist— Mec hani- 


Kinzie Street, Chicago 


Nationally Known manufacturer of 

patented displays for department 
stores and national advertisers is 
d open for organization to take ove 
cal illustration perspectives—Retouch- | exclusive distribution of their prod- 
ing all media Free lance basis. Del ucts The displays are now in lead- 
2157, 540 N. Mich., R 609, Chicago ing stores in America A rare oppor 
Promising female copy cub needs job, (U"'ty for right organization, | 
Brief we bright cane story, j Box 3222, ADVERTISING AGE, N. ¥ 
research, publicity exper. 23, B.S 


-, 


Box 3220, ADVERTISING AGE, N. Y 
MISCELLANEOUS 


ON MICHIGAN AVENUE 
near Wacker Drive 


’ress, 


POST CARDS 
PHOTOGRAPHIC POST CARDS 


Attractive office | 2¢ each in lots of 100 or more, Every 
space, secretarial and telephone serv- | card an actual photograph Hizh 
ice for publishing or mfg. represen- | gloss, ferrotyped = finish Lettered if 
tative desired, Send any size photo. Grove 


Box 8218, ADVERTISING AGE, Chgo.| Photo Service, Lafayette, Ind 


“Winter in Berkshires” 
Copy to Newspapers 


The message of “Winter in the 
Berkshires” will be carried in met- * . 
ropolitan newspapers with a total Kessler, Distiller 
circulation of 4,410,000 during De- : : 
cember, to make the greatest single New York, Dec. 10.- 
month’s winter sport advertising ler, president of Julius Kessler 
yet launched in Pittsfield, Mass., | Distilling Company and dean of 
by the Berkshire Hills Conference. American distillers, died here today, 
Seven New York and Boston papers | He was 85 years old, and had been 
will be used. The conference is 4 : sited ith 
planning to issue a quantity of pub- | es bapa 
licity material. the liquor indus- 

try since 1873. 


Companies he 
headed during 
his long career 
produced more 
than =: 1,000,000,- 
000 gallons’ of 
whisky, and he 


Death Ends Long 
Career of Julius 


Julius Kess- 


Hay to Campbell-Ewald 


T. Park Hay, formerly with Fed- 
eral Advertising Agency, New 
York, has joined Campbell-Ewald 
Company of New York where he 
will handle the Eastern Air Lines 
account. The agency’s § appoint- 


was credited 

ment was reported in the Dec. 2nd with wholesal- 
issue of ADVERTISING AGE. Previous : , . 
to his five-year association with ing more liquor 
Federal, Mr. Hay was for eight é than any other 
years with Transcontinental & Julius Kessler man. He headed 
Western Air, Inc., New York. the ‘“‘whisky 
trust” in pre-war days, and con- 

When You Think of PRESS CLIPPINGS trolled at that time over 70 per 


hink of cent of the industry. 


He devoted himself to philan- 

UCES IPPING thropic work after prohibition. He 

UREAU returned to business in 1935, when 

| Julius Kessler Distilling Company 

was re-established as a_wholly- 

owned subsidiary of Seagram-Dis- 
tillers Corporation. 

Mr. Kessler’s picture appeared 


We Read More Newspapers and Periodicals 
Than Are Read by Any Other Bureau in 
the World 
’ Chambers St., N. Y 


Phone BA 7-1779 


on the bottle label of his products. 
Prints from his private collection 
were also used several years ago in 
newspaper advertising of Kessler 
products. 

He was born in Hungary, and 
came to this country as a boy of 
17. His first job was as a clerk in 
a Cincinnati distillery. He moved 
on to the Western frontier, worked 
as a cub reporter on a Denver 
newspaper, then began _ selling 
liquor in Colorado mining towns 
By 1895 he was a dominant factor 
in the industry. 


PRINTING 


AITHORN service is 
i cceaiiacn baduatin 
Engraving and Printing. You 
can use one or all as required, 


Exposure Fatal 
to Director as 
Test Store Burns 


Chicago, Dec. 10 


but all are here ready to serve 


you. Experience proves that Destruction by 


there is often a distinct advan- fire of the first store opened and 

: : » subse , zr! f the execu- 
tage in having your typography the subsequent death of t © exec 

tive in charge were fate’s ironic 

done where you can get engrav- comments on plans of Hibbard, 


ings and press proofs in any 
quantity. Phone Wabash 7820. 
string of retail outlets to determine 
a the most efficient methods which 

could be used in that field. 

The first unit in the projected 
laboratory chain was opened in 
Chicago Heights Dec. 3 under sup- 
ervision of J. Byron Morrison, 


Bartlett, & Co., Chicago 
jobber, to establish a 


Spencer, 
hardware 


Faithorn Corporation 
504 Sherman Street, Chicago, Illinois 


A Complete Day and Night Service for 
Advertisers and Advertising Agencies 


manager of the dealer 


company’s 


| 


service bureau. On the following 
night, it caught fire and burned to 
the ground. Mr. Morrison, regis- 
tered at a nearby hostelry, rushed 


to the scene to salvage what he 
could. The exposure induced what 
first was regarded as a common 


cold, which quickly developed into 
pneumonia and other complications 
The hardware executive died yes- 
terday afternoon. 


Information Is Needed 


Hibbard, Spencer, Bartlett & Co. 
has long been offering its retail 
customers virtually everything they 
could ask in the way of service and 
information. While it is generally 
supposed that a wealth of data 
exists on all phases of hardware 
retailing, the company discovered 
that actually no figures are avail- 
able on many aspects of the busi- 
ness. Furthermore the accounting 
methods of most retailers are so 


|set up that significant facts cannot 


be obtained. 

The company finally decided to 
open about ten stores in and around 
Chicago as experimental stations. 
Mr. Morrison, as head of the dealer 
service bureau, was. enthusiastic 
about the project, and had much to 
do with the affirmative action fin- 
ally adopted. 

While executives of the hardware 


company were downcast today over 
the tragic sequel to the experiment, 
they said that the plan will not be 
abandoned. The stores will be 
opened gradually, will be available 
for inspection by any retailer, and 
after the desired information on 
costs and methods has been secured, 
will be sold. 


WILLIAM B. TENNAT 

Richmond, Va., Dec. 9.—William 
B. Tennat, 70, secretary of the 
board of directors of the Richmond 
Times-Dispatch and News Leader 
for 20 years, died here Dec. 3. He 
was a native of Petersburg, Va., a 
graduate of the University of Vir- 
ginia and had been a member of 
the Richmond and Virginia Bar As- 
sociations for 40 years. 


HENRY DEAN WALDRON 

Fairhaven, Mass., Dec. 9.—Henry 
Dean Waldron, 66, publisher of the 
Fairhaven Star from 1916 to 1933, 
died at his home here Dec. 7. 


FCC Grants WDRC FM 

WDRC, Hartford, Conn., 
has been operating an experimental 
frequency modulation station atop 
the west peak of Meriden mountain 
for a year, has been granted a com- 
mercial FM station license by the 
FCC. 


which | 


Coast Paper Has 80th 
Birthday Edition 

Four score years of 
publication as a daily were ob- 
served Nov. 12 by the Appeal- 
Democrat, of Marysville and Yuba 
City, Cal., with a 74-page anniver- 
sary edition. Considerable space 
was devoted to community history. 

Founded as a daily in 1860, the 
paper was a weekly for several 
years before that. Horace _ E. 
Thomas is publisher. 


continuous 


Joins Ivey & Ellington 


William G. Jones, formerly with 


Paris & Peart, New York, has 
joined the Philadelphia office of 


Ivey & Ellington as an account ex- 
ecutive. 


* 


RRERRRRR RE 


eA nnouncement 


Hosrirar, MaNaGemeEn't lakes pleasure in announcing the appoiniment 


of C.J. Foley as Associate Editor 


This announcement is of special interest to the hospital field because 


Mr. Foley is the son of the late Matthew O. Foley, for fifteen years 


editor of Hlosvrrar, MANAGEMENT and founder of National Hospital 


Day. now celebrated on May 12 of each year by hospitals throughout 


the nation. 


C. J. Foley, in returning to HLosrrrat. MANAGEMEN'T, where he 


assisted his father for a number of vears, is thus carrying on a great 


tradition. 


For the past three years he has been associated with Group Hospital 


Service, Inc., of St. Louis, one of the largest and most successful 


group hospitalization projects in the country. Tle has been active in 


the work of the Hospital Council of St. Louis and the Missouri Hos- 


pital Association, and thus brings to the magazine a fine background 


of practical experience in the hospital field. 


In joining Dr. 'T. 


R. Ponton, editor of TLosprrart MANAGEMENT, 


Mr. Foley will help to maintain the high editorial standards which 


have marked the 25-year history of the news and technical journal 


of hospital administration, 


Hospital Management 


The Only ABC-ABP Magazine in the Field 


CHICAGO ATLANTA 


LOS ANGELES 


SAN FRANCISCO 


PORTLAND NEW YORK 
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December 16, 1940 


500 Advertisers 
Would Be Curbed 
by Voorhis Bill 


(Continued from Page 1) 

the proposal is a sweeping indict- 
ment of advertising which blithely 
skips over the realities of national 
distribution of consumer goods. 

The Association of National Ad- 
vertisers and other groups acted 
promptly in advising members 
Mr. Voorhis’ action by dispatching 
a special, confidential bulletin im- 
mediately after the measure was 
referred to the House Ways and 
Means Committee. In addition to 
summarizing the provisions of the 
bill the ANA observed that Mr. 
Voorhis has evinced a great deal of 
interest in the development of con- 
sumer cooperatives. A speech on 
this subject was inserted by the 
California Congressman inthe Con- 
gressional Record on Dec. 2. 


Score Bill’s Phraseology 


Mr. Voorhis’ designation of “ad- 
vertising sponsored by the liquor, 
tobacco and luxury trades” as “an 
economic waste not permitted in 
other countries” came in for special 
comment here. It was pointed out, 


advertisers 


,ment that “some taxpayers are and 


of | 


| today 


in this connection, that the only | 
countries where such promotion 
may not be permitted are those 


we Cp Back Issues 


@ Complete coverage a // 
of current and back 
issues of trade papers 
and general magazines 


write 
FOR WEw 
BOOKLET 


“Using 
for editorial and adver- Trade Paper 
Clippings in 
tising material. Business” 


BACON’S 


CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO, ILL. 


under totalitarian rule. | 

The limitation of deductible ad- | 
vertising expenditures to $100,000 
would affect about 500 national | 
who spent over this 
amount during 1940. Both adver- | 
tisers and media men expressed | 
surprise over Mr. Voorhis’ state- | 


for many years have been avoiding | 
income taxes by making extrava- 
gant investments in good will ad- 
vertising.” No experts could be | 
found here who were able to list 
such advertisers and the linage 
records of recent years hardly bear 
out the Congressman’s contention. | 

Despite the fact that the Voorhis 
bill was linked by its sponsor with 
the excess profits tax law, inquiry 
in the same quarters that 
revealed exclusively in the Dec. 2 
issue of ADVERTISING AGE that reve- 
nue officials are considering legis- 
lation to curb abnormal advertising 
expenditures, indicated that the 
Voorhis proposal was neither sug- 
gested nor supported by the Treas- 


ury Department. 


Philcos as Yule Gifts 
Basis of Broad Drive 


Newspapers, magazines, 
posters and special displays are be- 


24-sheet | 


ing used by the Philco Corporation, | 


Philadelphia, in a special Christmas 
campaign, with emphasis on the 
new photo-electric radio-phono- 
graph combination and the all-pur- 
pose portable radios. 

A two-page color advertisement 
appeared in the Dec. 2 Life, color 


spreads have been used in the Dec. | 


7 issues of The Saturday Evening 
Post and Collier’s, a two-page black 
and white advertisement in the De- 
cember Esquire and 19 other maga- 
zines on the schedule. Newspaper 
copy is being stepped up from 700 
to 1,200 lines as Christmas nears. 


“Food Materials” to Bow 


Food Materials,a new fortnightly, 
group-sponsored publication for 
buyers of food, beverage and con- 
fectionery plant supplies, will make 
its appearance about Jan. 15. A. A. 


Lund, director of Lund Associates, | 


food chemist, market analyst and 
sales counsellor, is editor and pub- 
lisher. Offices are at 20 E. 12th 
street, New York. 


gain over 1930. 
* 


oN 


Illinois Population In- 
crease, 1930-1940, 


3.2% 


National 


NATIONAL REPRESENTATIVES 


The ALLEN-KLAPP-FRAZIER CO. 


~ MOLINE 
DISPATCH 


Moving Up and Up at an 
Ever Increasing Pace 


This nationally known Rock 
Island-Moline metropolitan zone 
zooms up to 102,466, a 14.5°/, 


= a 


Population 
Increase, 1930-1940, 


1% 


Above Comparisons Taken from Nov. Ist Sales Management 


te 


) 


Rock Island-Moline 
Metropolitan Zone 
Population Increase, 


14.5% 


A MEMBER OF 
ILLINOIS DAILY NEWSPAPER MARKETS 


ROCK ISLAND 
ARGUS 


—__ROCK ISLAND -MOLINE—— 


ILLINOIS 


Index of Retail Activity in 
82 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 
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SEPTEMBER OCTOBER NOVEMBER DECEMBER 


19-Week 19-Week 49-Week 
Period Period Period 
Ended IEended Ended 
Dec. 10, 1938 Dec. 9, 1939 Dec. 7, 1940 
‘Akron, O. 11,157,527 §,484,898 9,290,95: 
Albany, N. Y . 8,307,395 7,985,742 7,571,382 
"Atlanta, Ga, . . 15,380,084 17,371,970 5,706 
taltimore, Md 21,119,592 , 250 
Birmingham, Ala 12,654,210 626 
toston, Mass 19,280,442 SSS 
Bridgeport, Conn 8,771,756 s68 
Buffalo, N. Y¥ 15,394,812 53 
Camden, N. J 3,815,745 245 
Cedar Rapids, la $575,620 ,133 
Charlestown, W. Va H,570, 202 9,922,277 
“Chicago, Tl 29,492,189 27,646,426 
Cincinnati, © 15,009, 022 l 2 
Cleveland, © 14,191,114 ] 
Columbus, © 11,989,343 1: 
Dallas, Tex . 19,949,333 1! 
Davenport, la . 8,084,401 
Dayton, © 12,777,020 
Denver, Colo 7.863,308 
Des Moines, la 6,168,348 
Detroit, Mich. 17,316,549 
El Paso, Tex ¥, 600,584 
erie, Pa. ... 9,395,304 
Evansville, Ind 11,604,436 
Fall River, Mass 3,044,546 
Flint, Mich 7,093,716 
Fort Wayne, Ind 10,320,989 
Gary, Ind. . 5,208,558 
Grand Rapids, Mich 8,653,980 
Greenville, 8, Cc i . 6,245,587 , 
Houston, Tex 15,990,804 17,002,718 
Huntington, W. Va 6,929,905 7,708,664 
Indianapolis, Ind, 15,345,386 53,384 
Jacksonville, Fla. 8,326,520 ,136 
Jersey City, N. J. 2,009,851 691 
| Kansas City, Kan 2,627,464 7,381 ' 
Knoxville, Tenn 0,717,961 13,001 221, 
Little Rock, Ark 9,001,736 29,745 9,432,794 
Los Angeles, Cal 22,654,820 23,927,896 23,131,122 
Louisville, Ky. 13,511,738 14,193,655 14,262,797 
Lynn, Mass 7,726,082 7,946,346 8.746.008 
Manchester, N. H 519,04 $1,278,499 4,098,557 
Memphis, Tenn 11,040,736 11,796,722 12,575,752 
Miami, Fla 12,027,747 12,202,170 13,102,973 
Milwaukee Wis. 14,668,695 14,010,257 15,054,331 
Minneapolis, Minn 14,045,027 13,112,858 LI,S19,856 
Moline-Rock Island, Ill 8,020,110 7,991,018 8,184,542 
| Nassau County, L. I 2,542,436 2,542,237 2,495,412 
| New Bedford, Mass 3,001,768 3,044,038 8,512,544 
New Haven, Conn 8,733,256 8,856,792 9,221,758 
New Orleans, La IS,494,898 19,007,823 19,504,389 
New York, N. Y 57,902,760 17,339,637 »GH,811,253 
| Brooklyn, N. Y 1,6 062 3,766,729 1420.07) 
Norfolk, Va S 89S 368 9.173.962 10,037,062 
Oakland, Cal 7,274,999 7,938,962 8,681,988 
Oklahoma City, Okla 11,284,077 S.570,688 7.649, 158 
Omaha, Neb , 5,834,436 1,656,621 », 783,359 
Peoria, Il 10,014,927 10,716,779 11,540,687 
| Philadelphia, Pa 26,208,225 26,953,019 S$. 006,263 
Phoenix, Ariz TATZ,054 7,307,034 8,074,003 
Pittsburgh, Pa - 20,556,522 19,638,780 20,246,870 
Portland, Ore 11,334,490 11,931,13 11,060,854 
Reading, Pa 9,304,947 9,700,319 10,397,519 
| Richmond, Va 11,808,272 12,300,432 12,436,480 
Rochester, N. Y 14,352,638 14,660,134 14,922,691 
Rockford, Ill 7,298,263 7,671,804 8,330,448 
Sacramento, Cal 7,674,875 7,945,672 7,935,469 
San Antonio, Tex 6,225,868 7,108,686 T516,581 
San Diego, Cal 12,366,804 12,651,003 10,681,622 
| Seattle, Wash 9,283,157 11,220,258 11,487,558 
‘South Bend, Ind 6, SUO,ST5 09 23 5,266,158 
Spokane Wash 6,516,940 6,307,490 6,185,484 
St. Louis, Mo 17,134,03¢ 17,442,110 17,595,880 
St. Paul, Minn 10,727,40 10,487,860 10,115,988 
Syracuse, N. \ 7,921,916 7,779,681 7. S64,055 
Tacoma, Wash Sou 202 6.105.912 6.304.367 
Tampa, Fla, S79,962 6,602,316 7,522,622 
Toronto, Ont Can 16,857,558 15,586,957 14,633,005 
Trey, Bh. F 3,958,400 4,319,526 4,203,836 
Tulsa, Okla 8.837.154 8.702.492 4 022 894 
Washington, DD. C SS7,016 3,014,979 TOOLO55 
Youngstown, Ohio 6,945,405 7,388,259 8,032,991 
Total 935,356,575 952,733,494 66,842,821 
1 Akron Times-Press discontinued Aug. 28, 1938. 
2 Chicago Herald & Exam. discontinued Aug. 28, 1939 rt 
3 Oklahoma News discontinued Feb, 24, 1939. 8 
4 News-Times discontinued Dec. 28, 1938. ' 
5 San Diego Sun suspended publication Nov. 25, 1939 


6 Atlanta Georgian and Sunday American ceased pub- 


% Gain 
or Loss 


% Gain 
or Loss 


1940 1940 Week Week % Ga 
over over Ended Ended or 
1938 1939 Dec. 9,1939 Dee. 7, 1940 Los 
16.7 —2.1 272,118 305,302 +1 
8.4 —5.2 239,970 239,147 - 
0.9 12.2 594,062 517,146 —1 
+ 4.0 + 2.5 683,673 683,585 
+ 13.5 + 6.2 355,628 378,014 
7.8 6.0 681,605 681,968 
14.4 1.9 320,964 282,016 —1 
3.0 0.7 136,810 479.536 
+ 35.5 20.6 146,685 125,353 l 
——() 8 3.6 113,680 [e777 1 
Bi 1.0 296.688 325,004 
6.3 1.6 834,826 812,363 
6.0 1 00.00 193.300 
26.3 3.4 60,777 918,231 
eO.o 1.1 382,547 388,398 
Ri 1.5 H41,538 DSOLYSS 
0.2 0O.4 277,578 295,036 
7.8 3.2 $27,686 438,298 
1.4 1.5 222,360 214,377 
3.8 2.8 163,015 157,675 
18.7 wT) 607,529 666,462 
6.8 0.2 274,232 255,304 —.9 
1.6 1.2 246,064 261,982 
+ 0.1 + 2.7 312,256 287,910 7 
+ 10.8 + 1.9 101,627 96,022 
21.6 10.4 217,518 227,276 
0 1.9 ,03.709 304,738 
17.3 +7.3 171,933 178.196 9 
25 1-4 9 266,658 279.650 ’ 
+ 15.6 12.7 180,804 184,947 , 
+15.7 S.S 01,998 557,914 +111 
+ 4.3 1.3 244,504 227,620 — 6.9 
+ 13.8 6.8 547,792 +4 
+- 13.2 56 280,672 -+ 1.1 
14,2 49.1 66,641 } 
12.5 10.4 103,460 100,786 
+ 5.2 2.0 295,526 296,898 
4.S + 5.6 256,088 265,188 
2.1 3.3 694,366 571,293 - 7 
L&.6 0.5 454,538 $48,407 i 
+ 13.2 10.1 219,156 245,072 + 11.8 
+ 16.5 —4.2 98,040 100,320 
13.9 6.6 353,108 354,676 . 
S.4 7.4 {70,160 369,124 
2.6 7.5 475,508 456,396 
15.9 —9.9 345,408 305,696 —I1 
t 2.1 2.4 192,794 334,894 73.7 
2.1 1.9 91,145 105,390 + 15.6 
17.0 15.4 87,794 HO 980 | ' 
».6 4.1 243,544 225,204 
, 2.6 HOS 676 668,045 
1.0 0.9 1,945,245 1,917,286 - ) 
6.6 9.2 110,213 101,291 l 
+ 15.4 + 9.4 255,262 286,972 + 12.4 
+ 19.3 + 9.4 256,626 274,478 
32.2 10.8 220,404 229,740 
0.9 +2.2 157,084 164,423 7 
15.2 + 7.7 384,111 $29,378 
6.4 +3.9 847,608 £54,902 , ; 
S.1 + 10.5 178,976 200,046 f1i.5 
1.5 + 3.1 655,564 650,650 S 
2.4 7.3 317,660 314,020 2 
+11.7 + 7.2 G2 S80 268,982 9 
+ 5.3 +1.1 3,754 397,292 
+ 4.0 + 1.8 2,461 459,376 5 
14.1 + 8.6 500 243.054 
3.4 0.1 550 230,076 s 
L290.7 5.79 233,038 232,226 4 
13.6 15.6 23,498 354,214 
23.7 + 2.4 ,048 348,978 
23.6 + 3.4 ,73 159,161 + ‘ 
o.1 1.9 16,364 146,342 
1.2 7 +09 ct) F 923,910 
7 3.6 2R3 258.658 7 
0 +11 1 Pus S20 5 
ror +3.3 157,388 150,976 
27.9 13.9 209,104 204,83 
13.2 6.1 $58,255 $51,569 
+ 6.2 2.7 132,174 136,696 4 
2.1 3.7 237,776 234,094 , 
0.6 2.1 1,027,438 1,178,746 4.7 
15.7 +8.7 214,064 225,712 . 
3.4 1.5 9,0 333 29,241,932 7 
lication Dee. 17, 1939. 
Minneapolis Star and Journal merged Aug. 1, 9 
Newsday, new publication, launched Sept. 3, 19 


Spokane Press discontinue 


ad Mar. 18 


1938 


Cord Appoints Best | 

Cord Publishing Company, New 
York, has appointed Frank Best & 
Co., New York, as agency. 


JOHN A. CAIRNS 


& COMPANY 


TEXTILE 
ADVERTISING 


45 EAST 17th ST. 
NEW YORK City 
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| 5 Harmon to Garfinkel research laboratories lie America’s load. Our economic destiny a aii 
Exclusive Daily Research Needs 


Alice Tappan Harmon, artist, has new frontiers. Wholly new indus-|erned by industry’s ability to 
joined the Sidney Garfinkel Adver- Stressed at Meet tries may be ready to _burgeon | achieve such results, he asserted. 
tising Agency, Los Angeles. She when we are through making guns a 
ontract e was formerly advertising manager 


and tanks. At the moment one t 
of Imperial Shoe Store, New Or- of Manufacturers person i Loft N es H an 


out of every four in the 


. . leans. New York, Dec. 11.—Expansion | United States has his job in one of Loft Candy Corporation, Long 

ee “eee of research efforts toward the dis-|14 industries that were unknown) [sland City, has appointed L. H. 

10 a ion 0 aw Appoints Sterling Beeson covery of better and cheaper pro-jin 1870.” Hartman Company, New York, to 

; | Youngstown - Miller Company, duction and distribution techniques direct its — a - 
2 wv? f »wWtEeENs ‘e Ws g or “g < 

(Continued from Page 1) Sandusky, O., maker of oil puri- was stressed here this week by Destined to Expand An exe Bowes palg 


- . is being planned. 
of capital. fiers, has appointed Sterling Bee- speakers addressing the 45th Con- He = hh 


; pe led : “iron ® vi cited plastics and the nu- 

The government’s action  fol- ee wo a OO oo on NS gress of American Industry. merous uses of the soybean as 
lowed a complaint by George Fort | ee a Reichert is Both Malcolm Muir, publisher of industries destined to expand and fu" STRIBLING Basoccazes 
Milton, former publisher of the ° - — : Newsweek, and Philip D. Reed,| suggested that many other new | ADVERTISING 


Chattanooga News, which was sold| Kn : " . chairman of the board, General | fields lie in the laboratories wait-| |] LAYOUTS 

at foreclosure last December, the nex Appoints Stebbins Electric Company, urged an exten-|ing to be found. LETTERING 

assets being taken over by the Free| agency. Los Angeles, has. been SiO Of research activities as vital) Mr. Reed stressed the need for | | ILLUSTRATING 
CENTRAL $503 
148 South Deardere Street, Coicege ili 


Press. Early this year Mr. Milton appointed to handle the advertising to improved methods when the! production and distribution econo- | | RETOUCHING 
' re-entered the field with the Eve-|of the Knox Company, maker of ©™mergency period is over. — mies as essential in order to offset | 
| ning Tribune, but this went into | Cystex. Mr. Muir declared that “in the| part of the steadily increasing tax | 
i bankruptcy after five months. 

Testimony by Mr. Milton charged 
the News-Free Press with entering 
into contracts with local merchants 
' that specified advertising was to be 
' confined to that newspaper. The | 
' contract clause which the govern-_ 
| ment cited provided that “the 
' 


advertiser agrees to use the News- 

Free Press exclusively in the after- 

noon field in Chattanooga.” The | 

government emphasized the fact 
' that the clause was printed in small | 
type and called on several wit- 
nesses to testify that they signed 
without noticing the exclusive 
agreement. 


Agreement Not Enforced 


The defendants countered with 
the assertion that no efforts were 
made to enforce the exclusive 
agreement, referring to the agree- 
ments as legitimate efforts to obtain 
all the advertising possible. They 
also maintained that the 42 con- 
tracts introduced by the govern- 
ment represented only a small por- 
tion of their advertising revenue. | 

Denying the allegations of Mr. | 
Milton that the exclusive arrange- 
ment was primarily responsible for | 
the failure of his newspapers, the | 
defense said that Mr. Milton’s | 
action had been inspired by a de- 
sire for “revenge” and that he had 
put only between $5,000 and $7,000 
into the Tribune venture, an in- 
vestment that could not prove 
fruitful. Mr. Milton denied the 
latter, stating the paper had been 
launched with promises of sufficient | 
advertising revenue to insure its | 
success. 
National advertising was not in- | 
volved in the case. 


Phelps Named Head of 
Chicago Ad Managers 


Ray Phelps, Clinton Carpet Com- | 
pany, was elected president of the 
p Advertising Managers Club of Chi- 
‘ cago at the annual meeting. og 
: succeeds W. A. Jimison, Borden- 
Wieland Company, who was named | 
a director. 


An Ideal Book 
for Christmas 
Giving! 


Other officers elected were Joe R._ AMES W. YOUNG, director of the Bureau _ that new copy theme, that new sales plan, that 
, Collins, Libby, McNeill & Libby, 
{ vice-president; Douglas Elgin, Na- 


of Foreign and Domestic Commerce, and new idea in design! It’s a book you'll not only 
formerly one of the brightest stars in the ad- want to read and keep for reference, but to 
vertising firmament, has written a book he give to your friends and associates—especially 
calls “A Technique for Producing Ideas.” It | the younger men who have not yet learned 
gets at the primary problem which confronts intuitively to create ideas in the Young tech- 
every man in advertising, merchandising and = ™'4U€- 


tional Dairy Council, secretary- 
treasurer; and George Percy, Bauer 
& Black. 

; Rainey-Wood to Foley 

8 Rainey-Wood Coke Company, 
9 Conshohocken, Pa., maker and dis- 
2 |} tributor of Koppers Coke, has ap- | 
; pointed the Richard A. Foley Ad- | 
vertising Agency, Philadelphia, to 
direct its advertising. 


+ | other creative departments of business from For Christmas gifts the Young book is 
) Ww a new and exciting viewpoint ideal. It will be received with enthusiasm— 
‘ ‘ ‘\ . 
: =a It’s short—you can read it in half an hour — yoy blessed! 
" ——< —but you will spend a lot longer than that Order your copy now—the price is $1 
=—— = pondering his words of wisdom. He will open _ postpaid. Ten per cent discount for 5 copies 
Your Home in new roads to the goal of learning how to find —or more. 
. Philadelphia 
: ‘\| the creature comforts graciously 
ministered; plus the thrilling atmos- 
9 phere of a great and famous hotel. 


Reasonable rates. 


BELLEVUE 
7 STRATFORD 


IN PHILADELPHIA 
CLAUDE H. BENNETT, Genero! Monoger 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
100 EAST OHIO ST. CHICAGO 
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(~ 4 
DaiLy TIMES LEADS ALL OTHER | 
LOS ANGELES DAILIES IN LOCAL : | 
AND NATIONAL GROCERY LINAGE, s | 
SuNDAY TIMES LEADS ON SUNDAYS | 


es 


SSR aR Raat 


* The Times carries more retail advertising 
on week days than the second morning paper RE 
carries on week days and Sunday combined. 
It leads the largest afternoon paper, six week 
days against six. 


Los Angeles Times 


Represented by WILLIAMS, LAWRENCE & CRESMER 
New York «+ Detroit * Chicago « San Francisco 
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PHOTOGRAPHIC REVIEW 


| 


| COLUMBUS AD CLUB DOES A JOB 


3 : ? ‘ies af 
if , ~ gh 
as Helo BUILD LITE 
> - rr 


The Columbus Advertising Club was called upon this year, as usual, to handle 

advertising and publicity for the local community fund appeal, and was given 

the lion's share of the credit for the exceptional results achieved. Shown here 
is part of a vast collection of material produced or secured by the club. 


OLD FORESTER PIECE USED IN MANY WAYS 
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To Honor the Guest sg 


ae Whos rindi You Cherish 


fy mente 


a Ow F FORESTER 


You can't see it very well on this reproduction, but this window card for Brown- 
Forman Distillery Company's Old Forester includes an actual ribbon running from 
the phrase, There is nothing better on the market,"’ to the corresponding phrase 
on the bottle label. Miniatures of the display are supplied for counter and 
interior use, and a special holiday card can be attached to the top. 


READY TWO ROAD SHOWS FOR GENERAL MOTORS 


Looking over a model of a unique type of “big top’ which will house one of the 

two GM road shows now being readied are J. M. Jerpe, director of the Parade 

of Progress, one of the shows; C. A. Lewis, assistant director of GM public rela- 

tions; Paul Garrett, GM vice-president; and Charles F. Kettering, GM vice- 
president in charge of research. (Story on Page 41.) 


OF THE WEEK 


INTERESTING GADGET 


COTWER PeATURES ASK FOR BULLETIN 
4 Liletine Sorvinent fv cal 


There should be plenty of customer in- 

terest in this display for RCA's Junior 

VoltOhmyst, a radio test instrument. It 

permits the prospect to make his own 
tests. 


TOTALITARIAN 
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Explanation: 


AG het 


The Thanksgiving day issue of the Des 
Moines Tribune included this ‘‘totali- 
tarian’ editorial page, with empty 
spaces, turned slugs, and a suggestion 
of the kind of reading matter a totali- 
tarian regime might supply readers. 
The moral was pointed in the explana- 
tory box at the bottom. 


CROSLEY PRESENTS ITS NEWEST MODEL TO DISTRIBUTORS 


A scene at the showmanship-packed meeting of Crosley distributors in Cincinnati early in December, where new refrig- 
erator models and promotion plans were unveiled. The lone, but presumably far from lonely, male is Jack Crossin, man- 


IT PAYS TO CROSS THE MISSISSIPPI f 


When Lou Avery, of Free & Peters’ New York office, visited Kansas City recently 

on his first trip across the Father of Waters, he was the recipient of an amazing, 

if embarrassing welcome in the Union Station, where KMBC artists did their 
stuff. Shown with him is Sam Bennett, KMBC's director of sales. 


DAIRY RUNS "DIFFERENT" CHRISTMAS COPY 
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Isabel Miller of the copy staff of Anderson, Davis & Platte, New York, wrote this 
Christmas advertisement for Alderney Dairies of New Jersey—with apologies to 
The New Yorker and Frank Sullivan. We were hoping you'd be able to read it. 
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ager of the refrigeration division. 
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N THE AIR How 


RIZONA’S pioneer station, KTAR, Phoenix, Arizona, steps out with 
another big attraction for your advertising dollars. To its regional channel 


of 620 kilocycles is now added a power increase to 5,000 watts. Thus, KTAR’s 


service to its Southwestern listeners continues to improve. 


The Western Electric transmitter, housed in a new air-conditioned, modernistic 
building, utilizes a directive antenna system with two self-supporting series-fed 
towers, one 400 feet and the other 300 feet high. With this new development 
KTAR becomes more than ever, Arizona’s Nearest Neighbor! 


KEY STATION OF THE 
4ona_ BROADCASTING CO.<4c.. 


PAUL H. RAYMER COMPANY 


New York Chicago Detroit San Francisco Los Angeles 
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